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Watch your grocers for the big Heins 57 


THE NATIONAL NEWSPAPER OF MARKETING 


in 57 & 


“Sell-a-bration” ==> 


SELL-A-BRATING—With this color spread in the Feb. 4 Life, H. J. Heinz 
Co. and its 57 Varieties will welcome 1957, “the Heinz year.” Maxon 
Inc., Detroit, is the agency. (Story on Page 50.) 


Price Hikes Becloud Bright Outlook 
of 1957 Home Furnishings Business 


1956 Appliance Sales 
Record Won at Price 
of Lower Profits 


Cuicaco, Jan. 9—The threat of 
almost certain cost and price in- 
creases in the next few months 
seemed to be the only serious 
cloud in sight for home furnish- 
ings manufacturers and distribu- 
tors developing their 1957 mar- 
keting operations at the Interna- 
tional Home Furnishings Market 
here this week. 

The price threat comes from 
four directions: Rising shipping 


Appliance Makers 
Move to Repair 
Retail Fences 


Dealers Win New Plans 
on Sales to Builders, 
Servicing, Co-op Ads 


Cuicaco, Jan. 9—The first week 
of the home furnishings market 
here brought forth a flurry of 
dealer concessions from major ap- 
pliance companies, and more are 
scheduled for the second week. 

The new policy changes center 
around three key appliance dealer 
beefs: 

1. That appliances are being 
sold to home builders at cut 
prices, are then finding their way 
into the consumer trade channels 
—also at cut prices. 

2. That major appliance com- 
panies (chiefly General Electric 
_Co.) are setting up factory-oper- 
ated repair and service outlets, 
and encouraging appliance own- 
ers to by-pass the appliance deal- 
ers on servicing. 

3. That cooperative advertising 
is being so administered that cer- 
tain key dealers have been get- 
ting a lion’s share of it, have 
even been making money on it. 


@ These goings-on have been the 
subject of considerable action, in- 
(Continued on Page 85) 


|costs, increases in steel and other 


material costs, already rigorously 
cut profit margins at all levels, 
and the old complaint, “tight 
money.” 

Increased rail freight costs are 
reportedly already being felt gen- 
erally by home furnishings ship- 
pers and, according to John F. 
Smith Jr., vp of Inland Steel Co., 
increased steel production costs 
are certain to be felt generally 
within the next month or two. 

Frederick J. Close, product de- 
velopment manager of Aluminum 
Co. of America, told a press con- 
ference yesterday that aluminum 
costs, too, are likely to go up soon 
for the same reasons steel has 
risen, but he said Alcoa had no 
definite plans for such a boost at 
present. 


® Complaints about “tight money” 
are fairly general throughout the 
home furnishings business, partic- 
ularly from smaller retailers, but 
a large segment of opinion seems 
to hold that tight money is being 
used as something of a whipping 
boy for all industry woes. 

The real price problem at pres- 
ent, according to John C. Sharp, 
president of Hotpoint Inc., is the 
low profit margins being realized 
by both manufacturers and re- 
tailers. “The paradox,” he told a 
news conference Monday, “is that 
1956, the highest year in total 
sales, showed the lowest profits, 

(Continued on Page 54) 


Amana Hits CBS’ 
Discount Dealing 
on Phil Silvers 


Cuicaco, Jan. 9—A_ grievance 
with CBS over an allegedly unfair 
tv time cost discounting practice 
seems to have played some part in 
Amana Refrigeration Co.’s drop- 
ping co-sponsorship of “You'll 
Never Get Rich” (Sergeant Bilko) 
last month. 

Although Amana’s official ex- 
planation of the move is that it 
wanted a post-Christmas layoff 

(Continued on Page 88) 


Out of One Pocket... 


Spector (Adman) 
Will Sell Out to 
Spector (Bishop) 


New York, Jan. 10—Adman 
Raymond Spector is planning to 
sell his advertising agency, Ray- 
mond Spector Co., of which he is 
president and treasurer, to Hazel 
Bishop Inc., of which he is chair- 
man of the board. 

The sale of all his agency’s 
stock to the cosmetic house which 
Mr. Spector skyrocketed to one of 
the major companies in the busi- 
ness is scheduled for Feb. 1. But 
apparently it is not definite and 
Mr. Spector has declined to com- 
ment on the subject. 

A letter sent by Mr. Spector to 
all stockholders of Hazel Bishop 
last month brought the impending 


sale to light. One page long, it! 


ends with a p.s. from the Bishop 
board chairman, which reads: 
“You will be pleased to know 
that as of Feb. 1, Hazel Bishop 
Inc. anticipates acquiring all the 
stock of its advertising agency— 
Raymond Spector Co. Inc. This 
will be on a very advantageous 
basis and should also result in 
materially increasing per share 
earnings during 1957,” it concludes. 


s The major portion of the letter 


is concerned with the company’s | 


new television activities, “Ultra- 
Matic” lipstick case and Formula 
77 lipstick. 

Mr. Spector’s concern with 
“materially increasing per share 
earnings during 1957” is under- 
standable. Hazel Bishop stock has 
steadily declined in value since 
the company became a_ public 
corporation in October, 1954, and 
issued 250,000 shares on the Amer- 
ican Stock Exchange. 

Quoted in the initial prospectus 
at $8 a share, the stock immedi- 
ately was over-subscribed and 
opened on the market at nearly 
two points above the prospectus 
price. It went on up to around $12 
a share, but after several months 

(Continued on Page 85) 


new! Pertume discovery of the century! 


ae 
th hi > 
ory heme pow ee vor eetah wae Prrbanme 
INTRODUCTORY—This ad, appearing 
in the Jan. 13 Hartford Courant 
and Times, will introduce Hazel 
Bishop’s Perfemme. Kastor, Far- 


rell, Chesley & Clifford is the 
agency. 


Hazel Bishop Comes 
‘Back in Cosmetics, 


as ‘Miss Perfemme’ 


New York, Jan. 11—Miss Hazel 
Bishop, the chemist who created 
Hazel Bishop long-lasting lipstick 
and then sold out to the adman 
who now runs Hazel] Bishop Inc., 
is going back into the cosmetics 
business. 

Over the weekend her new com- 
pany, Perfemme Inc., will intro- 
|duce a solid perfume concentrate 
packaged like a lipstick, in Hart- 
ford. It’s called Perfemme, comes 
in four fragrances ranging in price 
from $3 to $5. Its advertising is 
being handled by Kastor, Farrell, 
Chesley & Clifford. 

A series of 150-line teaser ads 
has been running in the two Hart- 


(Continued on Page 85) 


WASHINGTON, Jan. 10—President 
Eisenhower’s State of the Union 
message passed lightly over postal 
rates today, as Postmaster General 


Last Minute News Flashes 


Servel Names Sheriff for Refrigerator Division 


EVANSVILLE, IND., Jan. 11—Serve] Inc. this afternoon announced the 


appointment of Walker B. Sheriff 


Inc., Chicago, as agency for its re- 


frigeration division. Sheriff wil] handle all advertising for Servel gas 
refrigerators and portable Wonderbar refrigerator units. The agency 


also is preparing several specia! test campaigns to be run in the near | 


future. The account formerly was handled by Hicks & Greist, New 


York. 


Webber Resigns as General Manager of FC&B 


Cuicaco, Jan. 11—Harold H. Webber, exec vp and general manager | ® His recommendations for second 
of Foote, Cone & Belding here, has resigned from the agency. He will 


announce his future plans at a later date, he told ApveRTISING AGE; | 


no replacement has been named. Mr. Webber left A. C. Nielsen Co. 
in 1941 to join FC&B as account research supervisor. He was named 
director of research the following year and general manager in 1953. 


Norman, Craig Gets Lambert-Hudnut's DuBarry Line 


New York, Jan. 11—Norman, Craig & Kummel has been appointed 
to handle advertising for the entire DuBarry cosmetic line by the 
Lambert-Hudnut division of Warner-Lambert Pharmaceutical Co., 


Morris Plains, N. J. The account, 


including co-op advertising, bills 


around $1,000,000. Sullivan, Stauffer, Colwell & Bayles is the previous 


agency. 


(Additional News Flashes on Page 89) 


Interim Report 
on TV Ownership 


s Received by FCC 


WasHINGTON, Jan. 11—In the 
first clue to the tone of its think- 
ing, the special network investi- 
gating group of the Federal Com- 
munications Commission was re- 
ported today to have given the 
commission an interim report 
calling for tighter rather than 
more liberal restrictions on multi- 
ple ownership of stations. 

The report is said to have been 
drafted at the request of commis- 
sion members who felt misgivings 
about a proposal which has been 
considered during the past few 
months to eliminate the outright 
numerical limit on the number of 
stations which any single compa- 
ny or individual may control. 


® This plan came close to adop- 
tion last fall, but was temporarily 
put aside after Anti-trust Chief 
Victor Hanson told the House an- 
ti-monopoly committee he opposes 
any relaxation of the existing 
seven-station rule. 

The existence and text of the 
interim report by the network 
study group has been a closely 
guarded secret at the staff level. 
From sources within FCC it is 
understood, however, that the re- 
port firmly opposes the substitute 
formula offered by foes of the 
multiple ownership rule who say 
the limit should be based on the 
percentage of the population 
served by a single owner, rather 
than an arbitrary number of sta- 
| tions. (There have been several 
|bills in congress preposing that 
no licensee have stations reaching 

(Continued on Page 4) 


Eisenhower Barely Touches on Postal 
Rate Hike in State of Union Message 


|Arthur Summerfield visited Capi- 
tol Hill to line up congressional 
support for a 5¢ letter rate. 

Confining itself chiefly to major 
international and domestic issues, 
the State of the Union message 
stated only that a special message 
outlining “urgently needed” postal 
rate increases will be forwarded in 
the near future. 

While the Post Office Depart- 
ment is still filling in the details of 
| its new rate plan, Mr. Summerfield 
j}was doing advance missionary 
work on the “Hill,” arguing strong- 
ly for the 5¢ rate, and the proposal 
to fly letter mail whenever possible 
(AA, Jan. 7). 


| and third-class are less certain, but 
there were reports that he talked 
this week of a 50% increase in 
second-class rates, in five annual 
10% steps. 

This would compare with a 30% 
second-class increase in two 15% 
stages proposed last year, but it 
would be less than the second-class 
hike written into the bill before it 
passed the House. 

Meanwhile there were signs that 
postal rate legislation will face its 

(Continued on Page 88) 
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Is It a Beer? 
Is It a Coke? 
No, It's ‘Sassy’ 


WAUKESHA, Wis., Jan. 10— 
“Beer” with three flavors—cola, 
punch and collins—is rolling off 
the production lines of the Weber 
Waukesha Brewing Co. 

A malt beverage with a taste 
completely unlike beer, the new 
product has been given the name 
of “Sassy.” It possesses all of the 
characteristics of beer except 
taste—and “beer breath.” 

Called the “biggest thing in 
brewing in the last 500 years” by 
Eliot A. Johnson, brewery presi- 
dent, “Sassy” has been created in 
an effort to capture a new market 
for malt beverages: People who 
would enjoy a light alcoholic 
drink, but have no liking for beer 
or liquor. 

Mr. Johnson says it will have 
no effect on the market for beer, 
since confirmed beer drinkers 
would not care for a beverage of 
Sassy’s type. 


s Sassy was developed at the 
Wahl-Henius Institute in Chicago, 
a laboratory serving the brewing 
industry as a technical consultant. 
It is headed by Kobert Tenney. 
The patent on the new beverage 
is held by Sassy International Inc., 
Chicago, and Weber Waukesha is 
the first brewery licensed to pro- 
duce it. 

Sassy is light-bodied and has an 
alcoholic content of 4-6%, com- 
plying with various state regula- 
tions. It is taxed, and like beer, it 
develops a head when served. It 
can be served refrigerated or over 
ice. 

The taste for beer, like that for 

(Continued on Page 90) 


‘Pipe Smokers 
Live Longer’ Is 
Kaywoodie Theme 


New York, Jan. 11—Kaywoodie 
Pipes Inc. starts a new series in 
The Saturday Evening Post Feb. 2 
with a headline, “Do Kaywoodie 
Smokers Live Longer?” 

The question isn’t exactly an- 
swered. Instead, the copy points 
out that tension and pipe smoking 
don’t seem to go together. “There’s 
something about pipe smoking that 
calms you down, lets you relax, 
helps you avoid the tensions so in- 
jurious to good health. And with 
Kaywoodie, you enjoy the sweetest, 
coolest smoke of your life...” 

Preceded by a soft pitch for 
Kaywoodie pipes, the final para- 
graph in the one-column ad reads: 

“Learn to ease-up and enjoy 
smoking the Kaywoodie way. It 
could add years to your life.” 


® Another unusual aspect of the 
campaign is that the copy will re- 


main exactly the same each month, |! 


except for the Father’s Day ad. 
Changes will be made only in the 
featured pipe, a different one each 
time. 

Kaywoodie will back up the 
monthly insertion with a special 
trade promotion including a point 
of sale display merchandiser. 

Ben Kuyler, Kaywoodie adver- 
tising manager, stated: “These ads 
will be read because they pose a 
highly provocative and startling 
question. We also know these ads 
will create new pipe smokers be- 
cause they deal with the solution 
to a pertinent every day problem— 
relaxation and its effect on health.” 

E. T. Howard Co. handles the 
advertising for Kaywoodie. 


NON-BEER BEER—Here is a point of purchase display for Sassy, the new 

beer which doesn’t taste like beer. The malt beverage, with three 

flavors—cola, punch and collins—is produced by Weber Waukesha 

Brewing Co., Waukesha, Wis., under license from Sassy Internation- 
al, Chicago. 


Cuicaco, Jan. 9—Local automo- 
bile dealers who are busily en- 
gaged this week talking to and 
lining up prospective customers at- 
tending the 49th annual Chicago 
Automobile Show are very opti- 
mistic about car sales this year. 

While none of the dealers would 
specifically estimate the number of 
cars that would be sold by the in- 
dustry this year, all felt that 1957 
would be better than 1956 and sec- 
ond only to 1955-—the record year 
in the car field—when 7,169,908 
cars were sold. 

ADVERTISING AGE was unable to 
find a pessimistic note anywhere. 
Everyone said sales were running 
much better than they were last 
year, when the industry suffered 
a slump after 1955. 

Attendance at the show was run- 
ning well above last year. Attend- 
ance yesterday was clocked at 45,- 
255, as compared with 40,200 for 
the same day last year. Total at- 
tendance through yesterday was 
242,440 for four days—a healthy 
gain over the 232,200 people that 
came to the show in the same peri- 
od in 1956. 

It is estimated that the 500,000 
attendance mark will be exceeded 
for the first time this year. 


® The decision of General Motors 
and Chrysler to drop dealer as- 
sessments for cooperative advertis- 
ing (AA, Dec. 10, 56, Jan. 7) has 
caused little interest among deal- 
ers and their salesmen here. 

The majority of the dealers con- 
tacted by AA were unaware that 
any change had occurred. Those 
who did know about the change 
were blase. AA was unable to find 
anyone who was dissatisfied with 
the local and national advertising 


ARTHUR SCHWARTZ has been named 
director of advertising and sales 
promotion of Columbia Records, 


New York. He has been with the 
company since 1952. 


Optimistic Dealers, Pretty Models, Pitchmen, 
Foreign Cars Dominate Chicago Auto Show 


done by their respective car com- 
panies. 

National, local and co-op adver- 
tising is the backbone of the auto 
industry, regardless of who pays 
for it, the dealers say, and GM and 
Chrysler’s moves have little or no 
bearing on this program. 

“We have had nothing to say 
about national advertising and lit- 
tle to say about co-op advertising 
in the past, so what has occurred 
actually means little,” dealers told 
AA. 


(Continued on Page 87) 


Edsel Division Hopes 
Eventually to Have 
3,000 Dealers: Doyle 


Boston, Jan. 11—Between 1,200 
and 1,400 dealers are expected to 
introduce the Ford Motor Co.'s 
new entry in the automotive field, 
the Edsel, scheduled for marketing 
in the fall of this year. 

Some of the secrecy surrounding 
the new car was lifted here today 
by J. C. Doyle, general sales and 
marketing manager of the Edsel 
division, in an address prepared 
for delivery before the New Eng- 
land Sales Managers Conference. 
He said that “initially, we shall 
have somewhere between 1,200 and 
1,400 dealers ... eventually our 
dealers will total between 2,500 
and 3,000.” 

Twenty-four district sales man- 
agers in the U.S. are now in the 
process of opening offices and 
dealer recruitment is expected to 
begin in February, Mr. Doyle said. 


® Mr. Doyle outlined how division 
stylists had studied all existing car 
models before designing the Edsel. 

“Back in 1954, when we began 
to design the Edsel line, our styl- 
ists studied all existing cars, not 
close up as they usually are stud- 
ied, but from a distance of one 
city block. From their position, 
they found it quite difficult to 
identify each make,” he said. 

“With this interesting experi- 
ment in mind, the stylists returned 
to their drawing boards to design 
a car that would be distinctive and 
easily recognizable no matter from 
what angle—front, rear or side,” 
Mr. Doyle said. 

Commenting on the lesson that 
might be learned from the design- 
ing of 1957 car models, Mr. Doyle 


urged the adoption of a fresh ap-| 99°, Detroit, Cleveland and Mi- 
proach to sales and abolishing the | @™i, and plans to be in 50 markets 


“sameness” of sales methods, pro- 


grams and ideas. 


Media Must Help 
Advertisers and 
Agencies: Shelly 


Success of Campaigns 
Is Media Responsibility, 
Ayer Head Tells Session 


PHILADELPHIA, Jan. 9—As the 
volume of advertising increases, 
media have responsibilities for the 
success of campaigns, Warner S. 
Shelly, president of N. W. Ayer 
& Son, today told the closing ses- 
sion of the three-day Philadelphia 
Inquirer sales conference at the 
Broadwood Hotel. 

Mr. Shelly suggested that all 
media should give these responsi- 
bilities more thought in the future, 
and offered three different ways 
in which newspapers, magazines, 
etc., can help agencies and adver- 
tisers: 


e 1. He first suggested that all 
media can improve _ editorial 
material which draws readers or 
viewers or listeners. He pointed 
out that media people generally 
are alert to this and are trying to 
improve their product. 


e 2. His second suggestion was for 
all print media to improve tech- 
nical reproduction of advertising 
materials. “The important things 
here, in regard to newspapers,” he 
told a luncheon at which several 
hundred Inquirer sales personnel 
from all parts of the country were 
present, “are the need for stand- 
ardizing column widths and the 
mat shrinkage problem, and the 
need for progress in the develop- 
ment of r.o.p. color.” 


e 3. The field of research was 
listed as the third way in which 
media can help advertisers and 
their agencies. Mr. Shelly ex- 
plained that more and more in- 
formation about the market, the 
media and their audience is need- 
ed today. 


® The speaker warned all media 
against destructive selling within 
their own groups. He urged ad 
salesmen to build up their own 
medium and not try to break down 
competitive newspapers or mag- 


(Continued on Page 87) 


CADILLAC *B sow 
en | Oe 
Parana w 29m 


STARTER—Greyhound Rent-A-Car is 
kicking off its first campaign with 
newspaper ads in New York, Chi- 


Advertising Age, January 14, 1957 


ROBERT J. PIGGOTT has been appoint- 
ed advertising manager of Pet 
Milk Co., St. Louis. C. J. Hibbard, 
director of advertising, will con- 
tinue in that capacity. Mr. Piggott 
was formerly advertising and sales 
promotion manager of the Ralston 
’ division of Ralston Purina Co. 


Ambassador Scotch 
Account Moves from 
Greenthal to Manoff 


New York, Jan. 9—Quality Im- 
porters has moved its Ambassador 
scotch whisky line from Monroe 
Greenthal Co. to Richard K. Man- 
off Inc. The Greenthal agency will 
continue to handle White Heather 
scotch and Old Bushmill’s Irish 
whiskies. 

In addition to Ambassador De 
Luxe 25-year-old and 12-year-old 
scotch whiskies, and a soon-to-be 
imported 20-year-old scotch, the 
Manoff agency also will handle 
Ambassador gin, which will be 
imported into the U.S. by Quality 
Importers for the first time early 
this year. 

Richard K. Manoff Inc. is a rela- 
tively new agency, founded March 
1, 1956 (AA, Feb. 6, 56). Mr. Man- 
off was formerly a vp and account 
supervisor with Kenyon & Eck- 
hardt, and started his agency about 
a year ago with one client, the 
$2,000,000 Welch Grape Juice Co. 
account. 


® A new advertising campaign is 
now being developed for all Am- 
bassador products. It is expected 
to include several magazines on an 


annual basis and an extensive 
newspaper schedule in selected 
markets. 


Henry C. Kaplan, president of 
Quality Importers, also announced 
that increased advertising plans 
are being prepared for both White 
Heather scotch and Old Bushmill’s 
Irish whiskies by the Greenthal 
agency. 

The company is expanding its 
advertising appropriations, Mr. 
Kaplan said, to give greater linage 
to newspapers now carrying its ad- 
vertising, and it is also placing 
additional newspapers and maga- 
zines on its media list. 


La Sala Joins Rogers 

Anthony La Sala, formerly a vp 
of Geyer Advertising, has joined 
Rogers Engraving Co., Long Is- 
land City, N.Y., as vp in charge of 
sales. Mr. La Sala was with Geyer 
23 years and recently served as 
manager of the production and 
traffic department. 


Cormack Changes Name 


The name of Cormack-Imse- 
Beaumont Advertising, Milwaukee, 


lade be changed to Cormack-Imse 


Advertising, effective Feb. 1. Also, 
as of that date the company will 
move to new offices at 2040 W. 
Wisconsin Ave. 


St. Georges Elects Stearns 
Torrey Stearns has been elected 
vp in charge of the public rela- 
tions and publicity department of 
St. Georges & Keyes, New York. 


| by the end of the year. Maxon Inc., 
Chicago, is the agency. 


Mr. Stearns was formerly director 
|of public relations and publicity. 
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Advertising Age, January 14, 1957 


Persistent Merging | 
Adds Three Agencies 
to Brewery Roster | 


Detroit, Jan. 8—International | 
Breweries Inc., which went 
through complex merger contor- 
tions last fall, has settled down 
with a new ad strategy and three 
new agencies. 

International was formed a year | 
and a half ago through the merger | 
of Frankenmuth Brewing Co., 
Frankenmuth, Mich., and Siecnaiel 
Beverage Corp., Buffalo, N.Y. Last | 
fall, it acquired Southern Brewing | 
Co., Tampa, Fla., but in turn sold 
its Frankenmuth plant to Carling 
Brewing Co. However, it retained 
the Frankenmuth brand and sales 
organization. 

Then last week it announced the 
acquisition of Old Dutch Brewing 
Corp., Findlay, O. 

Net result of these transactions 
was that International now has 
three breweries and four brands; 
Frankenmuth, in Michigan and 
northern Ohio; Iroquois, in north- 

(Continued on Page 87) 


TV Ad Volume Will 
Crowd $1.5 Billion 
in 1957, Says TvB 


Datias, Jan. 9—The Television 
Bureau of Advertising expects ad- 
vertisers to spend $1,475,000,000 
this year for tv time, talent and 
production. 

This estimate was made today 
by Norman E. (Pete) Cash, presi- 
dent of TvB, during a _ special 
presentation to admen, agency 
execs and telecasters. 

Mr. Cash’s guesstimate calls for 
expenditures of $720,000,000 in 
network, $389,000,000 in spot and 
$366,000,000 in local video. This 
would mean an increase of 12% 
in network, 20% in spot and 36% 
in local business. 


® The presentation also included 
material designed to be of special 
interest to Texas business men. 
Mr. Cash noted that “in the four 
quarters we have covered thus far 
in TvB’s regular quarterly reports 
(October, 1955 through September, 
1956), nearly $18,500,000 was in- 
vested on Texas stations for spot 
television advertising time. This 
figure, of course, does not include 
either local television investments 
or the pro-rated Texas share of 
network tv investments.” 

The TvB president pointed out 
that eight gasoline and oil com- 
panies were among these spot 
users, with Humble Oil contribu- 
ting nearly 20% of the total Texas 


spot tv budget. 
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2. EXCITING NEW JUICE BLENDS 
"FRESH: FROZEN BY DOLE 
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PINEAPPLE PLUS—Dole Hawaiian Pineapple Co. launches its test cam- 

paign for its new frozen juices in the New York market Jan. 17 

with large-space ads like this scheduled in 38 newspapers in the 

area, plus a saturation campaign of radio spots. Foote, Cone & 
Belding, San Francisco, is the agency. 


Dole Plans Saturation Newspaper, Radio 
Drive in New York for New Frozen Juices 


San Jose, Jan. 10—The most in- | marketing, 


tensive advertising and merchan- 
dising program it has ever put be- 
hind a new product will be 
launched Jan. 17 when Dole Ha- 
waiian Pineapple Co. introduces 
its two new frozen concentrated 
pineapple-citrus juice blends in the 
New York metropolitan market 
(AA, Dec. 17). 

Dole’s campaign, handled by 
Foote, Cone & Belding, San Fran- 
cisco, calls for extensive sched- 
ules in 38 New York area newspa- 
pers, with 124,000 lines running in 
the first 13-week period, plus a 
saturation schedule of continuous 
radio spots on all major stations in 
the Gotham area. 

Based on the theme “Great Taste 
in the Morning,” the campaign 
will push Dole’s new flavors of 
frozen pineapple-grapefruit and 
pineapple-orange blends with a 
complete marketing package which 
Hal M. Chase, Dole director of 


INTRODUCING THE KING—Liggett & 


And brother, this is it! A royal, regal 
CHESTERFIELD KING! {f you like your 
pleasure B16, it’s got everything and 
then some! Yes, extra length, more 
smoothly packed by exclusive ACGB-RAY, 
gives you the smoothest taste, plus the 
SMOOTHEST NATURAL FILTER ACTION of 
any King! Try it today! oh 
~ 


Myers Tobacco Co. launched an 


intensive campaign last week to introduce a new trade character, 
the Chesterfield King. An addition to Chesterfield’s current sched- 


ule, the King and his court, including Harold the Herald and Bushy 
the Lion, appear in newspaper ads like the above, and radio and 
television. McCann-Erickson, New York, is the agency. 


asserts is “aimed at 
gaining a substantial part of the 
New York breakfast juice market.” 


s During the first eight-week 
period of the campaign, Dole will 
run more than 200 radio spots a 
week in the area, followed by a 
strong sustaining schedule during 
the remainder of the introductory 
period. 

An aggressive sales promotion 
program will dovetail with the ad- 
vertising campaign by servicing 
grocers with point of sale and oth- 
er merchandising material. 

The new frozen products, blends 
of pure pineapple and citrus juices, 
are being marketed for the first 
time and Dole plans market-by- 
market introductions until nation- 
wide distribution is achieved. 

They were announced to the 
grocery trade last month in a bro- 
chure proclaiming “Dole Throws 
a Double Wedding.” 

“We deliberately picked the na- 
tion’s toughest market to introduce 
our products,” explains Mr. Chase, 
“because we know if they go well 
in New York they have an excel- 
lent chance of succeeding else- 
where in the country.” 

Packed in the familiar 6-0z. Dole 
blue cans, the new juice blends 
will be priced competitively with 
nationally advertised brands of 
breakfast juices. 


Irene Reid Retires 


Mrs. Irene Reid, national adver- 
tising manager of the News-Star 
and Morning World, Monroe, La., 
has retired after 39 years with the 
papers. Mrs. Reid’s first job was 
selling papers on the street. Later 


she rose to circulation manager, | 


classified advertising manager, ad- 
vertising director and was named 
national advertising manager in 
1954. 


Factors Opens Seattle Office 
Merchandising Factors, San 
Francisco, has opened a Seattle of- 


| Sheer Tomfoolery ... 


One Zany Ad Attracts 
3,000 Seeking Tokens, 
Champagne, Analysis 


New York, Jan. 8—Julius Kay- 
ser & Co. believes it made some his- 
tory recently when its “history- 
making contest” for “Wags & Wits” 
drew almost 3,000 entries. 

That’s about 2,500 more than ex- 
pected since the contest was mostly 
a conversation gimmick promoted 


11 Crowell-Collier 
Employes in Chicago 
Find New Positions 


Cuicaco, Jan. 9—Eleven more 
Crowell-Collier sales and adver- 
tising executives—all from the 
Chicago office—have found new 
positions. : 


own publishers’ representative 
company. They are John M. Badg- 


ion, and John C. Flanagan, with 
Collier’s, who have formed Badger 
& Flanagan. 

The remaining nine personnel 
who have found new posts are: 

From Collier’s—Robert E. Bae- 
decker, to Popular Mechanics; Wil- 
liam G. Peck, The American Week- 
ly; Paul H. Gillerlain, Look; Eu- 
gene D. Murphy, Life. 


ion—Charles W. Grims, to Paul H. 
Raymer Co.; Walter S. Trude, Mc- 
Call’s; Fay H. Williamson, H. W. 
Kastor & Sons, and Joseph Beek- 
man Jr., Good Housekeeping. 

Robert G. Meeks, who earlier 
had joined Geoffrey Wade Adver- 
tising on a temporary basis (AA, 
Dec. 31, 56), has joined George A. 
McDevitt & Co. 


‘Philadelphia News’ 
Just Begun to Fight, 
McCloskey Insists 


PHILADELPHIA, Jan. 9—Matthew 
H. McCloskey, chairman of the 
board of the Philadelphia Daily 
News, in a letter to advertisers, de- 
clared that the paper “has just be- 
gun the fight to attain its proper 
position in our community.” 

He said he intended to see the 
fight through in spite of rumors to 
the effect that David (Tommy) 
Stern Jr., named publisher of the 
News on Jan. 1, will purchase the 
property later in the year. 

Mr. McCloskey reviewed the 
reorganization of the News, point- 
ing out that he bought new presses 
at a cost of $1,400,000. In building 
the paper, he added, they lost 
many old readers and circulation 
at one time dropped down to a low 
of 136,000. 


|@ In October, 1956, he added, cir- 
| culation topped 200,000, but in the 
|drive to win new readers “we 
|moved a little too fast. Keeping 
our eye on the circulation ball, we 
lost sight of some of the others, and 
running a newspaper is a little like 
juggling half a dozen eggs.” 

In review, he added, they found 
| themselves with a larger staff than 
| they needed. Also, the News needed 

cohesive, hard hitting direction, 
which Mr. McCloskey said he was 
unable to do because of his other 
| duties. He said he felt fortunate in 
| finding Tommy Stern. 

| “TI believe he is what the Daily 


fice in the White Bldg. The office |News needs to make it a successful 
will be headed by Robert Camp-| newspaper and a strong and re- 
bell, who is being transferred to|spected voice in the community,” 
Seattle from San Francisco. ‘the letter declared. 


Two of them have formed their|@ 
| « 


| 


| 
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s From Woman’s Home Compan-|' 


Kayser’s ‘History-Making Contest 
Really Gave It a Run for Its Money 


solely by one b&w spread in the 
Nov. 3 New Yorker and one trade 
mailing. 

The contest, following the format 
of the company’s '56 advertising, 
pictured five ladies from the mauve 
period and asked contestants to de- 
cide how each lady had “made his- 
tory.” 

Prizes were just as whimsical as 
the contest, offering such drolleries 
as two tickets to “My Fair Lady,” 
a bathtub of champagne, a trial 
psychoanalysis (worth $300 on the 
couch), 1,000 subway tokens, a call 
to Paris on the new cable and 
wardrobes of Kayser lingerie and 
hosiery. 


s Such tomfoolery apparently 
found a ready audience, for not 
only did readers send in some very 


er, with Woman’s Home Compan-| 


hething But Lowe fro Jains Hayser 
ie aN a 


CONSOLATION PRIZE—Since the en- 
trants expressed such a personal 
interest in its “Wags & Wits” con- 
test, Kayser is mailing all non- 
winners this memento. 


funny entries, they wrote copious 
letters to thank and congratulate 
Kayser for such a fine contest; to 
specify in no uncertain terms just 
which prizes they wanted (or did 
not want) to win, and to promise to 
reacquaint themselves with Kayser 
products. 

Not only is Kayser delighted that 
such a warm aura of good will has 
been generated by the contest, but 

(Continued on Page 90) 


Giveaways Spark 
Universal Electric 
Housewares Drive 


New Britain, Conn., Jan. 8— 
Landers, Frary & Clark will fea- 
ture two consumer giveaways in 
its °57 advertising for Universal 
electric housewares. Fifteen con- 
sumer magazines will be used. 

The first giveaway will offer a 
$9.95 Dazey ice crusher free with 
the purchase of a Universal Mix- 
ablend, the company’s chrome 
food blender. 

The second offer provides a free 
frying pan cover, usually $3 re- 
tail, with the purchase of a large- 
size Universal automatic frying 
pan. 


® The media list includes Better 
Homes & Gardens, Bride’s Maga- 
zine, Family Circle, Good House- 
keeping, House & Garden, Ladies’ 
Home Journal, Living for Young 
Homemakers, Look, McCall’s, Sev- 
enteen, Sunset Magazine, The 
New Yorker, The Saturday Eve- 
ning Post, True Story and Wom- 
a@n’s Day. 

Goold & Tierney, New York, is 
the agency. 
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Interim Report 
on TV Ownership 
Received by FCC 


(Continued from Page 1) 
more than 25% of the population 
of the U. S.) The report is said to 
defend the fixed number of sta- 
tions approach, and to suggest a 
limit of less than seven, rather 
than more than seven. 


s So far as is known this is the 
first time FCC has had any policy 
recommendations from the net- 
work study group. 

For the past year, this group 
under Roscoe Barrows, dean of 
the law school of the University 
of Cincinnati, has quietly assem- 
bled vast amounts of intimate in- 
formation about business prac- 
tices of all segments of the tv 
industry, including advertising 


agencies, networks, program pro- 
ducers and syndicators, and sta- 
tion representatives. 

The group’s main recommenda- 


problems in the industry are sup- 
posed to be submitted by June 30. 
But FCC Chairman George C. Mc- 
Connaughey had indicated many 
months ago that it might be asked 
,for interim reports on special 
problems of immediate concern to 
the commission. 


Bulger Joins Simoniz 

William P. Bulger, formerly 
marketing research manager of 
Illinois Tool Works, has been ap- 
pointed consumer research super- 
visor in the market research de- 
partment of Simoniz Co., Chicago. 
At the same time, Philip Catugno, 
formerly with the armed services, 
was appointed a market analyst. 


Baumrucker Named VP 

R. O. Baumrucker has been pro- 
moted to vp and manager of West 
Coast operations of Burdick Row- 


land Associates, San Francisco 


tions for dealing with competitive | 


=~ 
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MELVILLE BELL GROSVENOR, formerly 
associate editor of National Geo- 
graphic Magazine, has been named 
editor of the magazine and presi- 
dent of National Geographic So- 
ciety. He succeeds Dr. John Oliver 
La Gorce, who becomes vice- 
chairman of the board of the so- 
ciety. 


agency which specializes in a vis- 
ual public relations service. 


channel 12 
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Brewing Co., Newark ..... 
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is the size we use for the 
Growing Greensboro Market!" 


As good for consumers as a daily glass of vitamin-filled tomato 
juice, the News and Record is a healthy medium for advertise- 


in your sales program with a 
at reaches over ,000 readers 


daily (over 100,000 circulation) in this rich, diversified market. 
Our 12-county ABC Retail Trading Area has 1/6 of North 
Carolina’s 4.3 million population, with 1/5 of the $3 billion 


_ Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures a 
Greensboro — i be 
News and Record = 
* GREENSBORO, NORTH CAROLINA rey © 
© —- Represented by Jann & Kelley, Inc. e 
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Your advertising will be read by more people 
in THIS WEEK Magazine 


than in any other publication 


CIRCULATION 11,783,542 
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Mrs. Sammons Seeks 
to Regain Control 
of "Who's Who’ 


Cuicaco, Jan. 9—The publishers 
of Who’s Who in America today 
filed a brief in the Illinois appel- 
late court asking reversal of a 
lower court decision which took 
away their control of the publish- 
ing company formerly owned by 
the late Wheeler Sammons Sr. 

The appeal was filed on behalf 
of Marquis-Who’s Who Inc.; Mrs. 
Dorothy Webbe Sammons, widow 
of the late publisher, who died last 
February (AA, Feb. 27, 56), and 
the Lake Shore National Bank, ad- 
ministrator of the Sammons estate. 

Last June control of Marquis 
changed from Mrs. Sammons and 
the bank to Jackson Martindell, 
New York, and the American In- 
stitute of Management when a cir- 
cuit court judge here ruled that 
under a 1952 agreement between 
Mr. Sammons and Mr. Martindell, 


Mr. Martindell and the AIM had a 
right to buy Marquis upon Mr. 
Sammons’ death. 


® The agreement was made when 
the Marquis company was changed 
from a partnership to a corpora- 
|tion. Mr. Martindell loaned the 
|corporation $125,000 at that time. 
He was pledged three debenture 
bonds with an aggregate par value 
| of $125,000 by the Sammons family 
|plus other security. 
| The agreement provided among 


|died within a 10-year period, Mr. 
Martindell could acquire control- 
|ling stock after—not before—the 
|issuance of letters of administra- 
tion on the Sammons estate. 

On March 5, 1956, the day the 
letters of administration were is- 
sued, attorneys for the estate noti- 
fied Mr. Martindell that the cor- 
poration would pay off the $125,000 
loan. He notified the estate two 
days later that he was exercising 
his option to buy Marquis. 

The lower court agreed with his 


contention that the mechanics of 
making payments and cancelling 
the debentures had not been com- 
pleted when he announced that he 
would carry out his option. 


Five Join Kerker, Peterson 

Five people have joined the staff 
of Kerker, Peterson, Hixon, Hayes,| - 
Minneapolis. They are copywriters | re 
Herbert W. Julien, formerly as-| :- 
sistant advertising and marketing | 
director of Northrup, King & Co.,| __ 


}and Joseph Anthony Sellwood, a) ~~~ - 
|other things, that if Mr. Sammons | “ 


recent college graduate, and artists 
Paul L. Konsterlie, Matthew S. 
Ruddy Jr. and Theodore J. Maltese. 


‘Fortune’ Linage Wrong 

In reporting November consum- 
er magazine linage ADVERTISING 
Ace (Dec. 24) accidentally trans- 
posed 1956 and 1955 figures for 
Fortune. In November, 1956, For- 
tune had 202.8 pages of advertis- | 


ling, or 128,138 agate lines. In the | "© FRIENDS:—This page, welcoming 
same month for 1955, Fortune car- Hungarian refugees, appeared in 
ried 163 pages, or 103,016 lines of | the Daily Press, Utica, N. Y., last 


advertising. week. 


Te Our New Hungarian Friends... 


Here are 


the pliers 


you asked 


In a recent short 


piece on industrial adver- 


tising in Printers’ Ink, Mr. Fred R. Messner, of 
G. M. Basford Co., called attention to the 
problem of the industrial advertiser whose pri- 


mary market is in, 


say, three fields, but who 


does business in two dozen other industries. 


How shall he cover his secondary markets? 
With spotty one-shot ads in vertical papers? 
With direct mail? With publicity? 


Industrial Equipment News was designed as 


proven so effective that more advertisers use it 
than any other. 


Try our “pliers!” The cost is much less than 
a ‘“‘Stillson”’ and, dollar for dollar, IEN reaches 
more markets—including all the NEW markets 
—than any other sales promotional service. 


Details? Write for YOUR MARKETS ARE 
CHANGING, a new 20-page brochure which 
explains how IEN saturates both primary and 
secondary markets, with special emphasis on 


the “‘pliers” for just such tough nuts. It doesn’t 
cover merely two dozen other industries but all 
452 industrial markets—more fully in some 
cases than vertical papers—and at a cost of 
only $165 to $175 a month—less than the cost 
of one-shots in verticals, direct mail, or even 
comprehensive publicity. 

This is accomplished by means of a publish- 
ing pian which gets small ads read in all of the 
industries . . . by 66,000 product-selecting offi- 
cials a service originated in 1933 by IEN and 


NEW MARKETS. 


Industrial e 
Equipment — 
News 


Themes Puoishing Compeny 


BPA 


446) Eighth Avenue, New York I, N. Y. 
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Continuing Losses 
Lead to Sale of 


Krueger Brewing 


NewarK, Jan. 9—Sale of the 
controlling interest in the G. Krue- 
ger Brewing Co. is expected to be 
consummated within the next few 
days. The purchaser will be a small 
syndicate, the individual members 
of which are known to the man- 
agement of the company. But the 
company will not release names. 

Walter G. Baumhogger, presi- 
dent of Krueger, said stockholders 
have approved the sale, and that 


~|the syndicate will offer to buy 


minority stockholders’ interests on 
the same terms being offered the 
majority interests. 

Sale of the brewery will be made 
by Paramount Realty Co., a Krue- 
ger family trust. Stockholders of 
Paramount are either lineal de- 
scendants of Gottfried Krueger or 
his heirs. Paramount Realty, 
through its subsidiary, Paramount 
Securities Co., owns about 65% of 
Krueger common stock. 


® During the past few years, the 
brewery, like a number of other 
regional producers, has been faced 
with declining profits. It has an 
annual capacity of 1,000,000 bbls. 
In 1952 when Mr. Baumhogger, a 
former president of Montgomery 
Ward & Co., took over active man- 
agement of Krueger, it produced 
626,000 bbls. of beer, had sales 
(according to the latest brewing 
industry survey published by Re- 
search Co. of America) of $11,137,- 
000 and a deficit of $345,000. 

In 1953 the same source report- 
ed Krueger’s barrelage figures 
were 625,000, its sales $11,083,000 
and its deficit $371,000. In 1954 
barrelage increased to 639,000, 
sales dipped to $10,849,000 and the 
deficit was cut to $95,000. 

In 1955, latest available figures, 
barrelage was up to 650,000, sales 
rose to $10,883,000 and the deficit 
was reduced to $46,000. 


s During the last several years the 
brewery has been a_ consistent 
newspaper advertiser and a heavy 
user of point of sale material. Its 
advertising has been handled since 
1953 by Grey Advertising Agency. 

Krueger has been a major in- 
novator in packaging during the 
years. In 1935 it introduced canned 
beer, one of the first in the indus- 
try to do so. In 1953 it was among 
the first of the major breweries to 
push a 16-oz. bottle. 

Trade appraisals of the Krueger 
situation is that it is just another 
instance of a local or regional 
brewer being gradually crowded 
out of its traditional market by the 
big national brewers who advertise 
and distribute nationally from re- 
gional producing and distributing 
centers. 


Kling Boosts Robinson 

William A. Robinson, formerly 
sales manager of the division, has 
been named manager of the sales 
promotion and training division of 
Kling Studios, Chicago. Other ap- 
pointments in the division are Bill 
Davidson, creative director; Hal 
Phillips, production manager, and 
Bill Rosberg, business manager. 


Glass Institute Names Mayabb 
James E. Mayabb, formerly of 
Sumner Rider & Associates, has 
been appointed director of pub- 
licity of the Glassware Institute 
of America of the American Glass- 
ware Assn., New York. GIA pub- 
licity was formerly handled by 
Robinson-Hannagan Associates, 
but will now be handled direct. 


Employers Names Gunderson 

Robert W. Gunderson, formerly 
assistant advertising director of 
Employers Mutual Liability In- 
surance Co. of Wisconsin, Wausau, 
has been named advertising man- 
ager. 
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Things are happening at Farm and Ranch! Healthy .. . gratifying progress is being 


made by leaps and bounds! 


Farm and Ranch is edited for service. More and more advertisers and agencies are 
recognizing Farm and Ranch for what it is—the modern, business-of-farming maga- 


zine, with more impact where it counts most—on the more-able-to-buy farmers and 


ranchers of the South. 


ing off in two ways: 


| 1. Continued high readership 


October 1956 issue Farm and Ranch 


Looks like Leap Year 
for Farm and Ranch... 


LINEAGE UP 19.2% 


first two months* of 1957 7" erisse""" 


Our new editorial concept—printing only helpful, how-to-do-it information, is pay- 


** Average readership (men) 
of 11 farm editorial features 


Read Some Read Most 


51% 43% 30% 


ye Response resulting from high readership of 


advertising and editorial 


As the result of reading something, either articles or advertising, in the 


October issue of Farm and Ranch, **61.3°% of the readers took positive action. 


proof of the impact of Farm and Ranch 


**Average readership (women) 
of 14 women’s editorial features 


Noted Read Some Read Most 


51% 44% 34% 


* Based on lineage figures calculated by Farm and Ranch Research Department. 


* Daniel Starch and staff studies. 


Farm and Raneh 


NASHVILLE, 
More than 1,300,000 subscriber families in 15 Southern states. 


Bill Jones Bruce Johnson Dan Doody Bob Finn 


TENNESSEE 


ATLANTA DALLAS CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO DENVER SEATTLE 
McDonald-Thompson McDonald-Thompson McDonald-Thompson McDonald-Thompson 
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Signs Along New 


U.S. Roads May 
Be Restricted 


Some Congressmen Also 


Consider ‘Safety’ Limit on 


Road-Users’ Horsepower 


WASHINGTON, Jan. 9—Commerce 
Secretary Sinclair Weeks said to- 
day that he expects to make a re- 
port soon on proposals to regulate 
the erection of outdoor advertising 
displays along the new highways 
which will be built under the 13- 
year federal road program. 

He told the Senate public roads 
committee that outdoor advertis- 
ing has been under study at the 
Bureau of Public Roads as a re- 
sult of complaints filed by indi- 
viduals who contend use of signs 
along the interstate system should 
be curtailed to “preserve the beau- 
ty and pleasing character of the 
natural landscape, and in the in- 
terest of highway safety.” 

The Secretary’s statement was 
made after Sen. Prescott Bush (R., 
Conn.) expressed fear that a for- 
est of signs will crop up along the 
roads. He called for early congres- 
sional action to adopt some form 
of control over roadside advertis- 
ing. 


= Proposals to acquire right of 
way up to 500 feet in order to 
regulate signs adjoining the roads 
had been rejected when Congress 
adopted the $50 billion program 
lest year. 

During his appearance before 
the committee Secretary Weeks re- 
ported the road program is off to 
a fast start, with nearly 500 miles 
of highways under contract for 
1957, and with new projects ready 
for clearance almost daily. 

As the public roads committee 
continued its “progress report” on 
the road program, several members 
of Congress expressed concern 
that too little is being done to deal 
with the probiem of highway safe- 
ty. 


® Much of the criticism centered 
on the current trend toward faster 
and more powerful cars, and there 


were warnings that it may be nec- | 


essary for Congress to adopt legis- 
lation limiting horsepower of auto- 
mobiles or fixing lower speed lim- 
its on the federal highways. 

One critic, Rep. John E. Fogarty 
(D., R. I.), proposed the creation 
of a special committee to deter- 
mine the causes of highway acci- 
dents. He complained about cars 
capable of producing rates of speed 
in excess of the capacity of our 
highways, and beyond the capacity 
of many of our drivers. 

“Some of these bear brand 
names more appropriate for air- 
craft than for any type of ground 
vehicle,” he exclaimed. 

“Just how long we can continue 
to raise horsepower under present 
traffic and roadway conditions is 
something which needs sound 
study and investigation now,” he 
said. 


Democrats Name Brightman 
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Here's the aunpiest way we know for 
you to pve yoursstf a habday It's so 

easy with this Creamettes and 
Star Ket Puna comernbe because 
you can prepare i» your spare 
tame \) Ue morning oF the 
day before Agd just ame how 


- 


EASY-TO-FIiX—Creamette Co., Minneapolis, and Star-Kist Foods, Ter- 
minal Island, Cal., have scheduled a cooperatipe ad campaign fea- 
turing a macaroni and tuna casserole. This 3/5 color page will appear 
in 16 metropolitan Sunday supplements on Feb. 3 and Feb. 24, 
as well as in 229 rural gravure newspaper supplements during the 
week of Feb. 10. B&w ads, radio, 

used. Martin-Williams, Minneapolis, is the agency. 


tv and point of sale will also be 


Sid Weiss Heads 
Lewin, Williams 
in Exec Shuffle 


New York, Jan. 9—Lewin, Wil- 
liams & Saylor elected a new pres- 
ident today, Sidney Matthew Weiss, 
formerly exec vp and treasurer, 
and A. W. Lewin, founder and 
president, moved up to chairman 
of the board. 

Walter T. Pollock, formerly sen- 
ior vp, became exec vp, Daniel J. 


ha 
a) 


A. W. Lewin 


Sidney Weiss 


” 


| Connolly moved from secretary 
and assistant treasurer to treasurer, 
|}and Wray D. Kennedy was elected 
| secretary. 
| At the same time, Mr. Kennedy 
was added to the board of directors, 
|as was Leonard Newsteder, vp and 
| general manager of the agency’s 
Newark branch. The agency’s stock 
|ownership program was also 
/broadened, and now more than 
20% of its employes are stock- 
| holders. 


|@ Mr. Weiss joined A. W. Lewin in 
| 1941 to establish a New York office, 
|having previously worked with 
|Acorn Advertising Agency; since 
| 1950 he has been exec vp and treas- 
|urer. He has served as governor of 
| the eastern council of the Four A’s, 
|is on the executive board of Con- 
tinental Advertising Agency Net- 
work, and is chairman of the plan- 
ning committee for the 1957 New 
|York University agency manage- 
|ment seminar. 
| Walter T. Pollock joined the 


Samuel C. Brightman has been’ company in 1951, 


appointed deputy chairman for 


public affairs of the Democratic | Lewin’s merger 
National Committee, Washington. with Williams & 
He succeeds Clayton Fritchey, who! Saylor, of which 


has resigned to return to journal- 
ism. Mr. 


director of publicity since 1952. 


Anderson to ‘Globe-Democrat’ joined the agency 
Elving N. Anderson has been ap-|in 1947 from J. 
pointed advertising sales promo-| Walter 


tion manager of the St. 


Brightman joimed the) He has been a 
Committee in 1947 and has been senior vp 


| at the time of 


he was principal. 


since 
1955. 
Wray Kennedy 


Thomp- Walter T. Pollock 


Louis son Co., working 


Globe-Democrat. He formerly was | with the LW&S account handling ; 
on the staff of Moloney, Regan &| group. He has been a vp since 1954 | Kirwan, effective Jan. 1. The orig- 
Schmitt, newspaper representative.' and in his new capacity will serve |inal company was founded in 1954. 


on the executive committee. 

Leonard Newsteder joined in 
1944 and was named vp and New- 
ark manager in 1947. 

The agency, founded by Mr. 
Lewin in Newark in 1936, an- 
nounced this week an affiliation 
with Dudley Turner & Vincent Ltd., 
London. Mr. Weiss pointed out 
that its billings have increased ten 
times since his joining in 1941, 
said 1956 billing (approximately 
$7,000,000) was up 20% over 1955, 
and forecast a 1957 volume ap- 
proaching $10,000,000. 


Ford Confirms Plan 
to Follow GM into 
‘Company Co-op’ 


Detroir, Jan. 10—Ford Motor 
Co. has confirmed an ADVERTISING 
AcE prediction of last week that 
the company will announce its ver- 
sion of “company co-op” advertis- 
ing on Feb. 4 during a closed-cir- 
cuit tv meeting with its dealers. 

Actually, Ford said today, it will 
“drop cooperative advertising” ef- 
fective Jan. 31. All details are 
being left for elucidation at the 
Feb. 4 session, however, and to- 
day’s one-sentence release con- 
tained none of them. 


s It is understood, though, that 
Ford’s new plan will follow very 
closely the General Motors plan 
announced five weeks ago (AA, 
Dec. 10, 56) and the Chrysler ver- 
sion which was released publicly 
last week (AA, Jan. 7). In essence 
both of these plans call for the 
auto makers to drop all the adver- 
tising assessments which for up to 
30 years have been levied against 
dealers on the basis of so much per 
car delivered. 

In the case of Chevrolet, Ply- 
mouth and Ford, this has lately 
been $20 per car. Now, GM and 
Chrysler are contributing that 
much (or more) themselves and 
tacking the cost of it onto the list 
price of the car. Ford will do the 
same. 


Keith Joins Feigenbaum 

Mrs. Judith Keith has been ap- 
pointed director of publicity of 
Feigenbaum & Wermen Advertis- 
ing Agency, Philadelphia. Mrs. 
Keith was formerly editor of the 
Daily Times, Lakewood, N.J., and 
had been publicity director of 
Glamorene Inc., New York. 


MacLeod Incorporates 

The partnership organization of 
commercial artists and designers, 
John MacLeod & Associates, Wash- 


|ington, has incorporated under the 


name of MacLeod, Sanders, Noe & 


Fight Flares as 
TV Station Bolts 
Door on ‘Luther’ 


Cuicaco, Jan. 9—A “Christmas 
truce” in the religious controversy 
between WGN-TV and Chicago 
Protestants ended today when the 
Protestants announced a “last- 
ditch battle for freedom of Chicago 
television from sectarian censor- 
ship.” 

The original conflict came three 
weeks ago when the Chicago Tri- 
bune-owned station canceled a 
“world tv premier” of the hit 
movie, “Martin Luther” (AA, Dec. 
24). Reason given for the cancela- 
tion was an “emotional reaction” 
on the part of Catholic viewers. 

The Church Federation of Great- 
er Chicago and the local Lutheran 
council protested, publicly and to 
the Federal Communications Com- 
mission. Then, however, they con- 
ferred with Ward Quaal, vp and 
general manager of WGN Inc., and 
agreed to the “truce.” 


® Yesterday the two parties met 
again on the question of reschedul- 
ing the film—and the truce went 


up in smoke as the station declared | 


that it has “no present intention” 
of rescheduling “Martin Luther.” 
Today, a new-born Protestant Ac- 
tion Committee called a press con- 
ference to announce battle plans. 

Dr. John Harms, exec vp of the 
Church Federation and chairman 
of the new committee, said it ex- 
pects to file a formal protest with 
the FCC, retain a Washington law- 
yer to present its case to that body, 
“inform appropriate congressional 
committees,” suggest actions to be 
taken next Sunday by 1,600 mem- 
ber churches and generally use 
every facility to arouse church 
people to “the serious threat to 
freedom involved.” 

The committee also charged that 
WGN-TV “canceled ‘Martin Luth- 
er’ as a consequence of pressure,” 
and that its position is “unreason- 
able, lacking in courage and in vi- 
olation of its public obligations.” 


® The canceled film’s producer, 
Lutheran Church Productions, New 
York, also had hard words for Mr. 
Quaal and associates. Robert Lee, 
executive secretary, charged them 
with “astounding duplicity” in “ad- 
mitting they had made a mistake 
in canceling the film,” then being 
“unwilling to rectify the matter.” 

The Protestant committee said it 
will not take any legal action, will 
not try to put the film on any other 
Chicago station—and will not treat 
any further with Mr. Quaal. “The 
next meeting, if any, will be with 
top management of the Chicago 
Tribune,” said Dr. Harms. 

WGN-TV has nothing more to 
say on the matter after its final 
turndown two days ago. At that 
time, Mr. Quaal explained that “we 
are acting in good faith now in an 
effort to prevent further misunder- 
standings, ill will or controversies 
from being injected into the homes 
of families we are licensed to serve 
by the FCC.” 

The station has admitted its error 
in scheduling the film at Christmas 
time. As for the uproar over the 
cancelation, it reportedly feels that 
this proves the movie is too con- 
troversial for tv. 


® Man-in-the-middle in the affair 
has been Robert W. Kendler, owner 
of Community Builders, home re- 
modeling company which was to 
have sponsored the film. Mr. Kend- 
ler appears to have handled his 
tough assignment with both skill 
and restraint, and is probably the 
only party in the conflict at whom 
nobody is angry—though he has 
been plagued by phone calls from 


Advertising Age, January 14, 1957 


aroused citizens. 

“This reminds me of the World 
Series,” he told ApvERTISING AGE. 
“Everybody gets worked up and 
furious, and then two weeks later 
they can’t even remember who 
won.” 


Kent Returns to 
Lorillard as a 
Member of Board 


New York, Jan. 10—H. A. Kent, 
who retired in September, 1955, as 
board chairman of P. Lorillard Co., 
maker of Old Gold and Kent cigar- 
ets, has been re-elected to the 
board of directors. 

People in the tobacco industry 
here are asking what this means. 
Does it mean that the old boss is 
back ready to take over again? 

A company spokesman said it 
means merely that the company’s 
board wants to avail itself of Mr. 
Kent’s experience. He fills a va- 
cancy created by the retirement of 


‘ J. J. Bilacknall, 
director of man- 
ufacturing. 

Mr. Kent spent 
ra 44 years with 
Lorillard, rising 


from salesman to 
president to 
board chairman. 
He held the lat- 
ter position from 
1952 to 1955. He 
is reputedly the 
only man living 
for whom a major selling cigaret 
was named (Kent with micronite 
filter). He has been a part of the 
tobacco industry since 1909. He be- 
came head of the company’s Turk- 
ish brands (then among the biggest 
sellers) in 1926, and in 1931 was 
named Old Gold manager. He 
joined the board in 1939, became 
a vp one year later, and in March, 
1942, was named president. 


H. A. Kent 


® Last summer there was a major 
management shakeup at Lorillard 
(AA, Aug. 6). Since then the com- 
pany’s sales position has not im- 
proved materially, but it has em- 
barked on a campaign to recapture 
its competitive position. Sales cur- 
rently are running about 20% be- 
low the 1953 rate, whereas Loril- 
lard’s four biggest competitors are 
doing the same or greater dollar 
volume than in 1953. 

A number of local tobacco men 
believe Mr. Kent’s re-election to 
the Lorillard board may mean new 
changes within the company in the 
next three or four months. 


Paulson-Gerlach 
Merges with Fisher 


MILWAUKEE, Jan. 10—Paulson- 
Gerlach & Associates and the 
Franklin Fisher Advertising Agen- 
cy have merged and will operate 
under the Paulson-Gerlach name, 
it was announced today. 

Paulson-Gerlach occupied the 
16th floor of the Wisconsin Tower 
Bldg. as a part of expansion moves 
previous to the merger. 

The Fisher agency has moved its 
staff into those quarters also from 
the Plankinton Bldg. 

B. J. Paulson, chairman of the 
Paulson-Gerlach board, said that 
Franklin Fisher, president of the 
Fisher agency, has become a vp of 
Paulson-Gerlach and has brought 
his entire list of clients into the 
combined agency. 


Plans Fire Insurance Push 

The National Board of Fire Un- 
derwriters plans a 13-week spot 
radio and television campaign be- 
| ginning in March promoting cap- 
| ital stock insurance companies and 
| emphasizing the need for adequate 
insurance. The campaign will run 
in some 115 radio and 15 television 
markets. J. M. Mathes Inc., New 
| York, is the agency. 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


TribuneS 


Those concerned with marketing have watched Metropolitan Oakland's 
growth with keen interest. First, they saw the area become Northern Cali- 
fornia’s largest population center; now they are seeing it emerge as a leader 
in several important categories of industrial activity. Well over 200 national 
concerns now have branch plants in the area*and a growing number of na- 
tional industries are headquartered there. In the latter group is the Henry J. 
Kaiser industrial organization —headquartered in Oakland for the past 35 
years —which is planning the construction of a multi-million dollar office 
structure toyhouse between 3,000-4,000 personnel and serve as the interna- 
tional general offices of the affiliated Kaiser companies. 


ee WILLIAM CALHOUN 
Vice President 


YOUNG & RUBICAM, INC. 
San Francisco 


Yes. 
It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily 202,109 

Sunday 222,313 

ABC Publisher’s Statement 
March 31, 1956 
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I 
National Répresentatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 
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W. P. MARSHI 


The filing time shown in the date line on domestic earch is STANDARD. TIMES 
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SYMBOLS 


DL=Day Letter 
NL=Night Letter 
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pI R A 1201 LT=International 
Letter Telegram 


LL. PrREsiDENT 
t point of origin. Time of receipt is STANDARD TIME at point of destination 
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Time to Curb a Spendthrift 


The Department of Agriculture has issued a pamphlet, discussing 
the impact of trading stamps on food costs. The pamphlet is called, 
“Do Trading Stamps Affect Food Costs?” 

According to the report carried in these columns last week, the 
pamphlet “sought only to explain basic characteristics of stamp 
plans and to discuss some of the relevant economic problems facing 
retailers and consumers as a result of their widespread use.” The 
Department of Agriculture explained that it has made no final 
judgment regarding the impact of trading stamps on food costs, 
“but it reported that special studies which it currently is conducting 
soon may provide more conclusive information on this subject.” 

Well, we think it’s about time some one advised the Department 
of Agriculture to pull in its horns and quit spending us taxpayers’ 
money all over the lot. We have no interest in trading stamps one 
way or the other, but it seems to us that what they do in terms of 
getting business into supermarkets and away from independents, or 
vice versa, is pretty remote from the immediate interests of the 
people whom the Department of Agriculture is supposed to be serv- 
ing—and how about their tending to their knitting and letting some 
one else spend the dough that’s necessary to find out what trading 
stamps do to the financial statements of chain stores. ™ 

The Department of Agriculture has far too long been the sacred 
cow among federal departments (although the Veterans’ Adminis- 
tration has lately been giving it a run for honors on this score). 
Isn't it about time someone took a look at the multitudinous activi- 
ties of this gargantuan department, to determine just how many of 
them really have anything to do with the basic job of the depart- 
ment, and how many of them are just nice little side issues that 
have developed over the course of the years which might quite easily 
be eliminated? ' 

The Department of Agriculture in particular seems to take delight 
in pursuing all sorts of studies into areas which are much more 
properly the concern of other government departments—if they 
are the concern of any government department—just so long as 
there seems some remote means of relating the word “food” or 
“farm” to the situation. 

Maybe if they saved a little dough in this department, they’d 
have a little extra to buy a new truck for the Post Office Depart- 
ment, or do something else that might be useful. 


Those Free Air Plugs 


The action of WRCA-TV in charging a comic for spot announce- 
ment time to compensate for the free plugs he put into his act will, 
we hope, have a salutary effect on this nefarious practice of having 
someone pay for air time while a lot of assorted characters hitch- 
hike a free ride. , ‘ 

The action is welcome, even though it is long overdue, and we 
hope similar action will be taken by other stations—not excluding 
some of the networks—and in connection with some comics whose 
names are better known than the one who had his wrist slapped in 
the present episode. 

While the area of free plugs and topical jokes (just happening 
to require a complete description of some named product) is not 
an easy one to adjudicate, and some leeway must be allowed, it 
is certainly high time that this kind of free ride be eliminated and 
that an even greater evil—the free plug for the ladies and gentle- 
men who are getting paid to entertain the audience—be curbed. If 
you took out the ads for the “new movies” and the books, records 
and merchandise tie-up gimmicks which some of these people are 
promoting, plus the names and addresses of the night clubs in which 
they will be appearing this week or next, many a star’s script would 
look like a classified version of 15 minutes of silence. And a good 
thing, too. 


“He said his train was 27 minutes late because the man from Cun- 
ningham & Walsh was up with the engineer.” 


What They're Saying 


The Railroad Story 
Needs to Be Told 


Just a short time back, if some- 
one were to take a trip somewhere 
or send something somewhere, he 
immediately thought of the rail- 
roads. It was far superior to the 
boat, wagon, and bicycle. But to- 
day railroads are hardly given a 
thought by a large chunk of the 
population. . . 

That is a rea] problem for the 
railroad industry. 
must be found to make the public 
conscious of the railroads. It’s. a 
real problem because the most ef- 
fective way can no longer be relied 
upon. Personal contact, the famili- 
arity that comes from participa- 
tion, no longer exists. 

The only other alternative is to 
use means which other industries 
have learned to use. Foremost 


for the stakes are ever so great. . . 
Railroads need the help advertis- 
ing can give, and need it badly. 


—From an editorial in the January 
issue of Modern Railroads. 


A Little Misunderstanding 


Replies from a survey of mem- 
bers of the Medical Society of 
Virginia indicate an dbverwhelming 
belief that medical schools should 
include public relations courses in 


_their curricula. Among the nega- 


Other means | 


among these is the use of the print- | 


ed and spoken word to purposely 


| tell the railroad story. 


Some have sensed this problem 


by wondering what can take the 


place of passenger service to help 


| maintain contact with the public. 


Nothing can do that because with- 


| out passenger service the railroads 
| become 


once removed from the 
public. Yet the railroads need pub- 
lic understanding; the public util- 
ities nature of railroads demands 
that. 


railroad management. It calls for 
re-appraisal of what can be done 
to get public attention, interest, 
and understanding. The element 
of advertising—both printed and 
spoken—now becomes more than a 
sales tool. It becomes an essential 
management tool—the substitute 
that can bring about these objec- 
tives. 

Railroad executives have ex- 
pressed surprise over the price 
placed upon such activities. They 
should become accustomed to that, 


4 


tive replies, it was evident that 
a misunderstanding or misinter- 
pretation of the term “public rela- 
tions” still exists. One respondent 
said, “If public relations means 
publicity in a salesmanship sense, 
I am against it.” Obviously, there 
is still some educational work to 
be done among medical society 
members in explaining and defin- 
ing the true purpose of pr. 

—The PR Doctor, issued by the public 


relations department, American Med- 
ical Assn., Chicago, 


Watch Your Step 


Have you seen the new cars? 
They’re lower. It is now impossible 
to get out of a car in the city. 
Curbs too high. Have to go out into 
the country and stop in the middle 
of a road. If you try to open the 
door by the side of the road, you'll 
kill a chicken. These new cars are 
so low you have to look up to see 


|China... 
It poses a genuine problem to} 


—Henry 
“Monitor.” 


Morgan, on NBC-Radio’s 


Appliance Rental Predicted 


Manufacturers will rent appli- 


ances to homemakers in future, | 


Walter Campbell, editor of Steel, 
predicts. Campbell believes manu- 
facturers would make the appli- 
ances available “through a service 


| policy on loan or at nominal rent” 


and would replace them with new 

units about every five years. 
—NARDA News, published by the Na- 
tional Appliance & Radio-TV Dealers 
Assn., Chicago. 


Advertising Age, January 14, 1957 


Rough Proofs 


The producers of “Baby Doll,” 
which is getting a lot of unfavor- 
able publicity, don’t seem to mind. 
Box office figures have convinced 
them that every knock is a boost. 


. 
| 

A contestant in a big give-away 
|quiz show has sued the producers 
because she flunked a question she 
says they knew she couldn’t an- 
swer. 

Their problem may have been to 
| find one she couldn’t miss. 


| “Large agency’ vice-president 
| and copy director, just retired but 
too young to quit” is looking for 
free-lance assignments. 

Age cannot wither nor custom 
stale really good advertising ideas. 


“WRCA fines comic $675 for in- 
serting three free plugs,” reports 
the world’s greatest advertising 
journal. 

The rebellion against the free- 
loaders seems really to be getting 
under way. 

- 


An agency looking for a copy 
man says its location is “Louis- 
ville, a pleasant and friendly place 
to live.” 

Why not add a word about 
Churchill Downs and the Kentucky 
Derby? 

- 


You can hardly blame Treasury 
officials for not enthusing over 
Harper’s suggestion that U. S. sav- 
ings bond values be adjusted for 
inflation. 

Their position is that a dollar is 
a dollar is a dollar. 


“There is no more effective way 
to lie,” opines E. B. Weiss, “than 
with statistics.” 

That’s right—figures don’t lie, 
but liars can figure. 


“Film news*and tv news are 
practically inseparable,” remarks 
Broadcasting Telecasting. 

Tv viewers came to that inev- 
itable conclusion a long time ago. 


What this country needs, in the 
opinion of Postmaster General Ar- 
thur Summerfield, is not a good 5¢ 
cigar, but a new 5¢ letter postage 
rate. 

‘ o 

People who are accustomed to 
hearing aids operated by batteries 
can now carry Hamilton watches 
which have replaced main springs 
with the same kind of power. 


Eastman Kodak has regretfully 
decided to abandon its fair trade 
|agreements. Apparently there just 
weren't enough policemen to cover 
the beat. 


| “TV Guide goes home with the 
| groceries,” the ad says. 

And if the customer obeyed that 
| injunction, along with the Coke as 
eg 


All of those promoters who have 
;made postseason football games 
| such a tremendous popular success 

can agree that they are working 
| pro bowlo publico. 


| 


Copy Cus. 
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Marked the 23" consecutive year 


of The Inquirer’s total advertising 
leadership in Philadelphia. 


The Inquirer carried the largest 
advertising volume ever published by 


any Philadelphia newspaper. 


And in Philadelphia, The Inquirer is 


I in National Advertising 
1" in Retail Advertising 
1" in Classified Advertising 


le 
' 


Che Philadelphia Inquirer aii 


Constructively Serving Delaware Valley, U.S. A. 


Exclusive Advertising Representatives: West Coast Representotives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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Dominant circulation in each branch of the 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


MEMBERS AUDIT BUREAU OF CIRCULATIONS 
15 weekly editions reach all U.S. Armed Forces. 


THE AMERICAN WEEKEND 
Family paper of U.S. Armed Forces in Europe. 


U.S. COAST GUARD 
Magazine 
covers this important Service 


ARMY-NAVY-AIR FORCE REGISTER 


“Tops” for covering top policy makers. 


MILITARY MARKET 


39 Billion-Dollar Military 


‘Bozell & Jacobs | 
Billed $20,000,000 
in ‘56, Wensberg Says 


SEATTLE, Jan. 8—The Seattle of- | 


Market through Army Times Sanaane ba billings ie he. peseed 


Publications puts your 


advertising where no other 
media reaches so well! 


Available in U.S., Pacific and/or European Editions. 


billings for all 12 Bozell & Jacobs | 
offices exceeded $20,000,000 last | 
year, according to Roy H. Wens- | 
berg, vp and western manager of | 
the agency. 

The national billings for the 
agency in 1955 had been $18,800,- 
000, according to Mr. Wensberg. 

Among the major accounts Bo- 
\zell & Jacobs’ 12 offices picked 
|up during 1956 were the National | 
| Retail Hardware Assn. of Indian- 


COMBINATION—Rudin & Roth Hosi- 
ery is offering boys’ socks in a 
package together with a model kit 
for airplanes, boats or trains. Socks 


LET US show you how to do business in this 
market. Contact nearest office for sample copies, 
rates and market data book, ‘‘Timely Facts.” 


apolis; Downtown Council of Min- 


and kits are designed to retail for 
neapolis; the industrial promotion $1. 


Reaches Commissary, PX and Procurement Officers. 


of the State of Illinois; Associated 


Grocers of Kansas City; Federa- onl , 
tion Bank & Trust, New York; Bank, all of Omaha; Titan Chain 


New York Journal American: Saws Inc., Seattle; Northwest 


: Chair Co., Tacoma, and Pacific 
Peoples Gas Light & Coke Co., P “pen 
Chicago; Cudahy Packing Co., Northwest Brewing Industry. 


Ocoma Foods and First National " 
Air-India Plans to 


‘xperience is Your Best Pilot — »seerteus 


ARMY TIMES 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 


U. $. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


PUBLISHING COMPANY > 


Drive for Tourists 


Bomsay, Jan. 8—Air-India 
International, India’s state-con- 
trolled, privately-managed airline, 
will step up its advertising this 
year in an effort to attract more 
tourists to this exotic land. 

“Time Is A Wastin’ ” will be the 
theme of a new series of ads sched- 
uled for early 1957. The Atlantic 
and Pacific editions of Time and 
the Indian edition of the Reader’s 
Digest will be used. 

The ads will highlight India as 
a colorful, hospitable country 
where the Taj Mahal still stands 
and where the tourist will find 
bazaars, strange religious festivals 
and the moon rising over the foot- 
hills of the Himalayas. 


® Air-India has an annual adver- 
tising budget of $200,000. This may 
| be peanuts on Madison Ave., but 
it is a lot of rupees along India’s 
ad row. J. Walter Thompson Co. 
is the airline’s agency. 

| Airline advertising is expected 
|to become more aggressive here 
this year. KLM, TWA and BOAC 
currently have regular service to 
| India, but 1957 will see Swissair, 
| Japan Air Lines, Lufthansa and 
EAL all enter the market. 


S. F. Brewing Changes Name 
to Burgermeister Brewing 

San Francisco Brewing Corp. 
has changed its corporate name to 
Burgermeister Brewing Corp. Bat- 
|ten, Barton, Durstine & Osborn, 
| San Francisco, will continue as the 
brewery’s agency. 


Lief Leaves Page, Noel 

Bert W. Lief has resigned as 
exec vp of Page, Noel, Brown, 
New York. One of the founders 
of the agency, Mr. Lief has sold 
his complete interest, and is no 
longer a member of the board of 
directors. 


Man and boy, WTAR and WTAR-TV 
have been navigating the air-waves of 
Tidewater Virginia since 1923, when 
WTAR Radio went on the air. 
WTAR-TV’s “Air-Date” was April 
2nd, 1950. WTAR-TV’s almost seven 
years of telecasting experience is one of 


the most valuable assets you buy when 
you advertise on Tidewater Virginia’s 
dominant VHF Station. 

Naturally, there can never be a Television 
Station hereabouts with the length of price- 
less EXPERIENCE that WTAR-TV 
gives you. 


BASIC FACTS on WTAR-TV 


Channel 3... Maximum Power . . . Maximum Tower . . . CBS Network 
Estimated Sets in area (Dec. 1, 1956) 


Swearingen Joins Utility 

Frank Swearingen, for the past 
|two years at Ruthrauff & Ryan on 
|utility company promotion, has 


418.016 | been named to the new position of 


cat ed ‘a d isi i f 
ES RS WEEE. Ae SEP 1,767,900* | Washington as tee ce ae 
Families in area. . re ee 457,700* attle. 

Effective Buying Power....................0..... $2,407 ,998,000.00* ‘MeweTedbune’ Names Shakie 


(*From Sales Management's Survey of Buying Power, May 10, 1956) 


Pa OWTEAR=TV 


CHANNEL 3, NORFOLK, VIRGINIA 
Business Office and Studio-720 Boush Street, Norfolk, Va., Tel.: MAdison 5-6711 
REPRESENTATIVE: Edward Petry & Company, Inc 


John A. Skakle, formerly adver- 
tising manager, has been appointed 
| business manager of the News- 

Tribune, Waltham, Mass. John B. 
Gralton has been named advertis- 
ing manager. 


Troy Papers Raise Price 

The Record and the Times-Rec- 
ord, Troy, N. Y., have raised their 
price from 6¢ to 7¢ a copy. 


(Based on Measured Contour Map by Jansky & Bailey) 


5 of Virginia's Busiest Cities are 
within WTAR-TV's Grade-A Signal 
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ouston Post 1956 Retail Linage Gains 
ore Than 2 Evening Papers 


A message of interest to ALL advertisers: 


Lines Gained 


1,500,000 


1,200,000 


300,000 


*Source: Media records. Does not include American Weekly, This Week, rotogravure magazine, and part-run weekly neighborhood sections. 


Torat retail linage for The Houston Post, 
January through November, 1956, was 16,736,513*. 
Compare this with the combined total retail linage 
of the Chronicle and Press — 26,858,828* — for 
the same period. Then note the chart above. The 
continuing trend to The Houston Post is significant 
to the advertiser. It's doubly important to remem- 
ber that we're talking about the total daily and 
Sunday retail linage gains. Retail linage is placed 
by local merchants who see the Houston trend day 


by day. They have their ears to the ground. They 
are the most sensitive to reader preferences and to 
the immediate results that newspapers offer. 

There is one basic reason for this accentuated 
swing to The Houston Post — superior advertising 
results! 


.. . ask the local retailer, 
he knows the market best! 


Represented Nationally by MOLONEY, REGAN 4&4 SCHMITT 


Combined! 
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BERRQE remembers the man 
New electronic markets grow | 
where this young man explores! 


IRE pays tribute to young Jack E. Bridges 
for his paper “Detection of Television 
Signals in Thermal Noise,” which ap- 
peared in a recent issue of Proceedings 
of the IRE. His investigations can expand 
the TV market by reducing interference 
from adjacent channels and by improving 
fringe area reception. Mr. Bridges is still 
less than 30 years of age but he has 
proven his is the curiosity of a true radio- 
electronic engineer. This is the curiosity 
that builds markets... these are the men 
IRE always remembers. 

The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


JACK E. BRIDGES, 
recipient of the 
IRE Thompson Award, 1956. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for...if you want to sell the radio industry, you’ve got to 
tell the radio engineer! 


The 
Institute of 
Radio 
‘Engineers 
Proceedings of the 


Advertising Dept., 1475 Broadway, New York 36, N. Y. 


@ 
see 


| vored prices to two Washington gas | 
|outlets. The complaint said Premier | 
|Cab Assn. and Washington Cab 


Advertising Age, January 14, 1957 


FTC Charges Shell with 
Gas Price Discrimination | 

The Federal Trade Commission | 
has charged that Shell Oil Co.,| 
New York, knowingly gave fa-| 


Getting Personal 


| Jack F. Dillon, copywriter of Fuller & Smith & Ross, Chicago, has 
been awarded first prize—$2,500—in the Good Housekeeping mag- 
| Assn. were allowed to buy eel azine short story contest. Judges selected his story as best of 500 
gasoline for 2'¢ 8 gallon less t z | entries ...And Richard F. Ferguson, ad manager of Big Smith Work 
free My—e- filling menage i | Clothing, Carthage, Mo., is author of a book of poetry and short 
though Shell knew ait : — oe | stories, called “Look Back Once More,” published by E. W. Stephens 
| oat to the public genere ~ e we | Publishing Co., Columbia, Mo. The author is a veteran of Pearl 
as to — — ey opera~| Harbor. The jacket design is the work of Chet A. Wilson, Big Smith’s 
a e at ciatene Peg tet art director, also a World War II veteran... 
ingly” inducing and receiving fa- | Ann Acheson Cumming and David Nicholas Roland Schlee of 
vored prices McCann-Erickson’s radio-tv department, have announced their en- 
. gagement... Announcement has also been made of the engagement 
of Sally Louise Peck and Donald Walter Johnson, sales engineer with 
Esso Standard Oil... 


Three Join Vaughan, Thain 
Three people have joined the) 
staff of Vaughan, Thain & Spencer, | 
Chicago. They are Barbara R. Cerf, 
public relations department, for-| 
merly a free lance in the fields of 
tv-radio, consumer relations and} 
jsales promotion; Virginia Olsen, 
|creative and production depart- 
|ment, formerly with Leavitt De- 
sign Associates, and Harold 
|Greaves, creative department, a) 
|commercial illustrator for 10 years. 


Morgan Joins Creole 

Paul E. Morgan, formerly a vp 
| of Stephen Fitzgerald & Co., has 
| joined the New York public rela-| 
tions staff of Creole Petroleum 
|Corp., Caracas, Venezuela, as as- 
_ sistant manager of the department. 


ALL VETERANS—Fairfax M. Cone, center, president of Foote, Cone & 
Belding, Chicago, presents wrist watches to six 25-year employes. 
From left are Fred L. Kamin, Mrs. Lucia Schaefer, John J. Lechner, 


Spalding Boosts Amtmann Mr. Cone, Inez Francis, Eileen Lonergan and Julia S. Stamp. 


Harry Amtmann, formerly ad- 
| vertising and publicity manager of 
|A. G. Spalding & Bros., Chicopee, 
| Mass., has been named director of 
advertising and promotion. 


Richard Newman, of Benton & Bowles, has a new son, Michael 
Brill, born Nov. 22... 

What admrn do in their spare time: Vernon Bowen, vp and copy 
director of Geyer Advertising, New York, has just published his 


1956 ARB METROPOLITAN 25,000 of them und 


AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY! 


The 1956 ARB Study of 23) Metropolitan markets in- 
cluded 6 in LINCOLN-LAND—S in Nebraska, | in Konsos. 


in these 6 markets, KOLN-TV is viewed- 
most in 6 daytime categories ... in 5 
out of 6 nighttime categories. 
KOLN.TV gets on overage daytime, “viewed-most™ rating 
of 54.0% as against 15.2% for the next station. Night- 
time averoges ore 59.8% for KOLN-TV, 25.0% for the 
next station Enough said? 


a 


GRADE “B” 


Providence . . 


Latest Telepulse figu 


afternoon viewers! 


and Northern Kansas. 


~, > 4 Si, li 
the tet yer Hations 
WETZO TV — GRAND RAMOS KALAMAZOO 
WETZO RADIO — KALAMAZOO-BATTLE CREEK 
wJtt RADIO — GRAND RAPS 

wt Pt — GRAND RAMOS KALAMAZOO 
UNCOLN, NEBRASKA 


Ya 
XY ° 


nOUN TY 
Aucceted = 
WMED RADIO — PEORIA. KLINOKS 
Avery-Knodel, Inc. 
Exclusive National Representatives 


ARE YOU 
HALF-COVERED 


NEBRASKA’S OTHER BIG MARKET? 


KOLN-TV covers Lincoln-Land — 200,000 families, 


95.5% OF LINCOLN-LAND IS OUTSIDE OMAHA’S 
COVERAGE! 
market is as independent of Omaha as Hartford is of 
. or South Bend is of Fort Wayne. 


more nighttime viewers than the next station, 138.1% more | 


Let Avery-Knodel give you the facts on KOLN.TV, the 
Official Basic CBS-ABC Outlet for South Central Nebraska 


CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 


fourth book for children, “The Emperor’s White Horses,”’ which is 
a fictionalized account of the World War II “liberation” by Ameri- 
can troops of the famous Lipizzam horses of the Spanish Riding 
School of Vienna. His other books include “Long Beaver,” a Junior 
Literary Guild selection, “Snow for Christmas” and “The Wonder- 
ful Adventures of Ting-Ling”.. . 

. : 3 | 


STAGESTRUCK—Franklyn W. Dyson, account executive of Roy S. 

Durstine Inc., New York, here dons mustache and toupee to become 

Hubert Laurie, the stuffy swain, in “Night Must Fall,” produced 

recently by the Redding, Conn., Players. Besides being president of 

the group, he has produced and directed several tv shows and is a 
member of the Radio and Tv Directors Guild. 


Some 600 advertising, broadcasting and publishing execs attended 

the annual division dinner of the Federation of Jewish Philanthro- 
pies in New York, which honored Bernard C. Duffy, president of 
BBDO, Leonard H. Goldenson, president of ABC-Paramount The- 
aters, and Ogden R. Reid, president and editor of New York Herald 
Tribune. Lawrence Valenstein, head of Grey Advertising, is chair- 
man of the division, and Seymour Berkson, publisher of New York 
Journal American, and John Smart, publisher of Esquire, were co- 
chairmen of the dinner and annual industry campaign... 
Hugh H. Graham, head of Hugh H. Graham & Associates, New 
Britain, Conn., agency, has been named to the pr committee of the 
New Britain General Hospital ... Mary Faith is the sixth for Jeanne 
and Mick Goessling—adding a grandchild to the list of James M. 
Cleary, vp of Roche, Williams & Cleary, Chicago. Mick is art di- 
rector, publications division, U. S. Gypsum... 

Now it’s Lieutenant Colonel Joseph Baird Magnus, exec vp of 
Magnus, Mabee & Reynard, New York. He’s just been appointed 
vice-commandant, vice-president of the Veteran Corps of Artillery, 
state of New York, constituting the Military Society of the War 
of 1812... 

A career of over seven decades in the printing industry ended 
New Year’s Day when George Harragan, vp of Prospect Press, re- 
tired to “just sit in the sun.” He plans to move to Darien, Conn., 
where his son, Tom Harragan, publisher of Argosy, has a home... 


uplicated by any Omaha TV signal! 


This important 42-county 


res show that KOLN-TV gets 194.4% 
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There are less than 7,000 copies difference between The 


American and its evening competitor in total city and sub- 
urban circulation. It's obvious that in an area as large as 


metropolitan Chicago this 1.4% difference is insignificant. 


The Chicago American has gained city and suburban 
circulation while the other evening paper has lost, 
according to the latest A.B.C. Publishers’ Statements 
(6-month period ending September, 1956 vs. 1955). 
More and more Chicagoans are now finding The 


American the newspaper they prefer. 


In Chicago and suburbs nearly ONE OUT OF TWO evening 
Americans are home-delivered. This record-high figure of 
47.2% maintains The Chicago American's home-delivery 


leadership in the evening newspaper field. 


No matter how you’ve placed your advertising before, now is the time to take a 
new look at your newspaper advertising investment in Chicago. Today’s Chicago 
American offers advertisers more than ever before... and the facts and figures 
prove it. Let a Chicago American advertising representative help you interpret these 
3 vital facts and what they mean to your business. 


Total Net Paid Circulation: Daily, 519,372; Sunday, 650,553. 


Audit Bureau of Circulotions Publisher's Statement 
for 6-month period ending Sept. 30, 1956. 


THE CHICAGO AMERICAN 


Nationally represented by Hearst Advertising Service Inc. 


In Chicago, The American is the newspaper that’s going places _ 
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“WE SOLD 23 MAJOR APPLIANCES 
IN JUST 3 HOURS” 


. . . Says Ray A. Nawara, owner of Ball Park Hardware, 
one of Grand Rapids’ largest retail appliance dealers 


"Recently we ran a special Open House Promotion, during which we were open 
from 2 p. m. to 5 p. m. Sunday afternoon. (Usually we are closed Sundays.) 
The Sunday Herald was the only newspaper used — we ran two 2/3 page 
ads featuring Westinghouse and RCA Whirlpool appliances. 


“in just 3 hours we wrote up orders for 23 major appliances to make 
this one of the most successful promotions we have ever held. 


“Over the years our best results have come from our ads in The Grand Rapids 
Herald . . . and most of our advertising dollars are spent there. We not only 
enjoy excellent response from Grand Rapids, but also from outlying cities and 
towns where The Herald gives that extra, exclusive coverage.” 


Che Grand Rapids Berald — 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Furniture Capital 
of the World 


| Industrial Labs Names Two 
Gardner F. Landon, formerly 
eastern manager, has been ap- 
pointed vp in charge of sales of 
Industrial Laboratories Publishing 
Co., Chicago. He will remain at the 
New York office. Mr. Landon suc- 
| ceeds C. F. (Dick) Tope, who has 
been appointed publisher of West- 
ern Electronic News, Los Angeles. 
Paul Weidenschilling, district man- 
‘ager in the New Jersey-Pennsyl- 
vania territory of Industrial Lab- 


oratories, has also been named a vp 


lof the company. 


‘Sells ‘Santa Maria Times’ 


|fer, exec vp. 


| Feb. 6, 
The Times, Santa Maria, Cal., | ications. 
|has been sold by Stauffer Publi- 
| cations, Topeka, Kan., to Earl J. 
| Fenston, owner and publisher of 
\the Hanford Sentinel and radio 
station KNGS, Hanford, Cal. In 
September, Stauffer Publications 
bought Capper Publications and 
now wishes “to devote full atten- 
ition to our midwestern opera- 
tions,” according to Stanley Stauf- 


MEET THE MAN 
BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


sut SELL! 


right space, and at the right time. 


Point-of-Sale. 


dise for you. 


Merchandising « 


+a 


Now walt a minute — don't get the wrong Idea. It cou/d have been a 
great campaign. Pienty of hard-selling headlines that pounded home 
the theme... copy that told the story In fascinating fashion...layout 
and illustrations art directors dream about...media selection in the 


So nothing happened! How come? 
The pay-off at the counter was missing. 


No Merchandising at the 


Our business is Merchandising at the Point-of-Sale. We've had 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can do the same foryoul 


Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se// more merchan- 


POINT-OF-SALE 


use ¢ Animated Displays 


@ Lithographed displays for ing 


@Cioth and Kanvet Fiber Banners and Pennants ¢ Mystik® Self-Stik Displays 
e Mystik® Can and Bottie Holders * Mystik® Self-Stik Labels *Squee-zel* 


*@ Econo Truck Signs * Booklets and Folders *Moided Plastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


Advertising Age, January 14, 1957 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 18-20, 1957. Advertising Assn. of 
the West, midwinter conference, Miramar 
Hotel, Santa Barbara, Cal. 

Jan. 20-23, 1957. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

*Jan. 27-29. Assn. of Railroad Advertis- 
ing Managers, Statler Hotel, Los Angeles. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women's Advertising Clubs, 
Baltimore, 

1957. Associated Business Pub- 
annual Midwest Conference, 
| Congress Hotel, Chicago. 

Feb. 13, 1957. Charlotte Advertising and 
Marketing Institute, Barringer Hotel, 
Charlotte, N. C. 

Feb. 17-18, 1957. Midwest Newspaper 
Advertising Executives Assn., semi-annual 
meeting, Hotel President, Kansas City, Mo. 

Feb. 22-23, 1957. Northwest Daily Press 
Assn., 38th annual meeting, Radisson Ho- 
tel, Minneapolis. 

*Feb. 25-26. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 7, 1957. Associated Business Pub- 
lications, annual eastern conference, 
Roosevelt Hotel, New York. 

March 13-15, 1957. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 
mory, Washington, D.C 

April 10-12, 1957. Point-of-Purchase Ad- 
vertising Institute, 11th annual symposium 
and exhibit, Palmer House, Chicago. 

April 13-19, 1957. National Business Pub- 
lications, spring meeting, Americana Ho- 
tel, Bal Harbor, Fla 

April 25-27, 1957. American Assn. of 
Advertising Agencies, The Greenbrier, 
White Sulphur Springs, W. Va. 

April 25-27, 1957. Advertising Federa- 
tion of America, Fifth District, Fort 
Wayne, Ind. 

April 25-27, 1957. 


Advertising Federa- 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

May 2-3, 1957. International Advertising 
Assc., New York. 

May 5-7, 1957. Magazine Publishers 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 

*May 10-11, 1957. 55th annual conference 
International Affiliation of Advertising 
and Sales Clubs, General Broch Hotel, 
Niagara Falls, Ont. 

May 12-15, 1957. National 
Promotion Assn., Jung Hotel, 
leans. 

May 16, 1957. Fourth annual advertising 
conference, University of Michigan, Ann 
Arbor. 

May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

May 26-29. 1957. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 
vertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

| June 9-13, 1957. Advertising Federation 
of America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertising 
Executives Assn., Grand Hotel, Mackinac 
Island, Mich 

June 19-21, 1957. American Marketing 
Assn., national convention, Hotel Statler, 
Detroit. 
| June 24-28, 1957. Advertising Assn. of 
| the West, 54th annual convention, Ha- 
| waiian Village, Honolulu 

*Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 
| Nov. 10-15, 1957. Outdoor Advertising 
| Assn. of America, annual convention, Jung 
| Hotel, New Orleans. 


| Two Join Schlick, Barner 

Arnold E. Long and Ralph Welly 
have joined Schlick, Barner, Hay- 
den, Cleveland advertising typo- 
graphic organization, as partners 
and officers. Mr. Long has been 
named vp, and Mr. Welly secre- 
tary-treasurer. Mr. Long was for- 
merly manager of the media- 
production department of Batten, 
Barton, Durstine & Osborn, Cleve- 
land, while Mr. Welly had been 
production supervisor of the adver- 
tising department of the Cleveland 
Illuminating Co. William Barner 
continues as president of the 
company. 


Newspaper 
New Or- 


Little Joins Howard Monk 

| Charles R. B. Little, formerly 
sales promotion manager, Baker- 
Gaines division, General Foods 
Corp., has joined Howard H. Monk 
& Associates, Rockford, Ill., where 
he will concentrate on sales and 
|sales promotion. 
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On the one hand she’s a woman 
‘ . .. maintains a home for herself and/or her family . . . she needs and 
buys the foods, the furnishings, the accessories for which she alone is 
the chief purchasing agent. 


r On the other hand she's a business woman 
...@nd buys the extra clothes, hosiery, shoes, cosmetics . . . and the 
many other additional things she needs because she works. 


. « « and Bur-Mil Cameo Car Cards 
sell her more with more exposure! 


Bur-Mil Cameo takes full advantage of Car Cards . . . the one medium 
j to which she is fully exposed ... 17 hours monthly! Car Cards reach 

these important hosiery buyers as they go from home to work, from 
; work to home . . . assured exposure because bus riding is a daily must. 
4 No channel switching . . . no page skimming possible with this medium. 
‘ 9,302,000 working women passengers daily add up to a terrific special- 
value circulation. 
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Don’t miss the Bus 


500 5th Avenue 


MUrray Hill 2-7257 
. 


35 East Wacker Drive 
Chicago 1, Illinois 
™, ’ FRanklin 2-8590 


. . Check into Car Cards Today! Ask for 
“Markets In Motion”, recently conducted 
studies of the bus rider. Call or write .. 


n Advertising, «-. 


New York 36, New York 
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for more and mor 


The people with the mark of success and ability in every endeavor today 
have an unmistakable characteristic in common—they’re always well 
informed. They need, and use, the news and analysis of the news that 
affect their plans, whether they’re running a business, a department, or a family. 
More and more of these successful people find this essential news in 
“U.S.News & World Report.” Circulation this month hits another all-time high— 
now more than 875,000 net paid. From the big audience of America’s high-income 
people of responsibility, ‘“U.S.News & World Report”’ consistently gets the most 
votes (research reports available) as the magazine in the field most useful to them 
in their work, and the magazine in which they place the most confidence. 
No wonder that more and more of America’s successful advertisers find “U.S. 
News & World Report” an effective (and econom- 
ical) avenue to their best markets. Their adver- - ; ees a 
ae ne u.S.New USEFUL NEWS 
tising in “U.S.News & World Report’? keeps tage be FOR IMPORTANT 
America’s important best-buying people ‘tin the é PEOPLE 
know” about their products and services. 


Americas Class News Magazine 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 
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A a 


‘ge important people 


aa 


Pawn Rea 


... A MARKET NOT DUPLICATED BY ANY OTHER MAGAZINE IN THE FIELD 


ec ome 


THE SUCCESSFUL PEOPLE IN BANKING AND FINANCE ARE A GOOD EXAMPLE: 


Almost half (45.9%) of all the leading executives of the 
nation’s 300 largest commercial banks regularly read ‘‘U.S. 
NEws & WORLD REPORT,” a recent research study* shows. 


They also gave most of their votes to “‘U.S.NEws & WoRLD 
REPORT’ as the magazine in the news and management 
field ‘“‘most useful” to them in their work. It’s also the 
magazine, they say, in which they place the “most 
confidence.” 


For fuller details of “USN&WR” coverage of the important 
high-income people in America, call or write our advertising offices at 
45 Rockefeller Plaza, New York 20, N. Y. Other offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, 
San Francisco, and Washington, D. C. 


*Based on an 88%, rate of response to a written 
questionnaire. For full details, ask for Research 
Report No. 60, of study conducted jointly by 
“USN&WR” and Benson & Benson, Princeton, 


New Jersey. 
‘enertinhad 


* STUY OF THE PREFERRED HEAOINOG OF AHOTHER GROUP OF 


The People Who Spark America 


COMMERCIAL 
BANK EXECUTIVES 
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Two Paper Groups 
Disband; Members 
Join Third Group 


New York, Jan. 8—Printing Pa- 
per Manufacturers Assn. has taken 
over all functions formerly exer- 
cised by the Groundwood Paper 
Manufacturers Assn. and the Book 
Paper Manufacturers Assn. 

The latter two organizations dis- 
banded and ceased operations as 
of Dec. 31, 1956. All members of 
the two groups have joined Print- 
ing Paper Manufacturers Assn., 
which will perform the customary 
functions of a trade association for 
manufacturers of those grades of 
paper formerly included in the two 
predecessor associations. 

The first annual meeting of the 
association will be held during the 
paper industry convention here 
Feb. 18, at which time new officers 
will be elected. Headquarters of 
the association are at 122 E. 42nd 
St. 


s Current officers of the associa- 
tion are as follows: 

Andrew G. Sharp, vp-sales, 
Kimberly-Clark Corp., New York, 
chairman. (Mr. Sharp was former- 
ly chairman and president of Book 
Paper Manufacturers Assn.); John 
R. Cryan, sales manager, Fraser 
Paper Ltd., New York, and Robyn 
Campbell, sales manager-paper di- 
vision, Minnesota & Ontario Paper 
Co., Minneapolis, vice-chairmen. 
(Mr. Cryan was formerly presi- 
dent and Mr. Campbell formerly 
eastern vp of Groundwood Paper 
Manufacturers Assn.) 

Robert E. Canfield, formerly 
exec vp of the Groundwood group, 
is president of the new organiza- 
tion; Merrill R. Smeeth, formerly 
executive secretary of the Book 
Paper group, is executive secre- 
tary and treasurer of the new or- 
ganization, and Miss Althaea A. 
Kindlund, former secretary-treas- 
urer of the Groundwood group, is 
assistant treasurer of the new 
organization. 


‘Analytical’ Names Eldridge 

Eugene P. Eldridge, formerly as- 
sociated with John W. Cullen Co., 
Chicago newspaper representative, 
has been appointed Chicago dis- 
trict manager of Analytical Chem- 
istry and Agricultural & Food 
Chemistry. 


Car Center 
For All 


Big-City 
Connecticut! 


NEW LONDON .. . where 
automobile and automotive 
parts average family spend- 
ing is greater than in any 
other Connecticut city of 
25,000 or over! (SM. ‘56 
Survey) 

Happily for your budget, 
New London has just one 
newspoper. THE DAY delivers 
95.6%, of the big 66,547 
ABC city zone. Worth a good 
campaign? Sure is—when 
the average family spends 
$1,846 a yeor on products 
in your line right herel 


NEW LONDON, CONNECTICUT 
Notional! Representatives: 


GILMAN, NICOLL & RUTHMAN 


| "N.Y. Times’ Raises Price 
| The New York Times has raised 
\the price of its Sunday edition 


| from 25¢ to 35¢ outside a 200-mile | 


| radius from the city. The price in- 
|side the 200-mile radius will re- 
;main 25¢. 


Audiocom Names Eddings 
Claire Neff Eddings, formerly 
|promotion manager, has been ap- 
pointed advertising sales manager 
of Audiocom Inc., Great Barring- 
ton, Mass., publisher of High Fidel- 


ity and Audiocraft. 


‘Playhouse 90’ Adds Marlboro 


Philip Morris Inc. is co-sponsor- | 
|ing “Playhouse 90” for its Marl- 


boro cigarets. Marlboro sponsor- 
ship comprises the final half hour 
of the show on alternate weeks. 
Leo Burnett Co. is the agency. 


Mutual Sells Music Show 
Philip Morris Inc., New York, is 

broadcasting its touring “Country 

Music Show” over a 15-state Mu- 


tual Broadcasting System hookup. 
Time for Philip Morris cigarets was 
bought through N. W. Ayer & Son. 


Scott Appoints Dunning 
Harrison F. Dunning, vp of Scott 


Paper Co., Chester, Pa., has been 
named executive director of mer- 
chandising activities for all retail | 
brands. 


Stockton Adds Doepke Co. 
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handle advertising for the Charles 
William Doepke Mfg. Co., toy 
maker. 


Du Bois Named FC&B VP 
Cornelius Du Bois, research di- 
rector at Foote, Cone & Belding, 


|New York, has been named a vp 


of the agency. 


‘True’ Names Barton 
Shelley Barton, formerly with 


Stockton, West, Burkhart, Cin- | Esquire, has joined the New York 
cinnati, has been appointed to/|sales staff of True. 


PETROLEUM WELK 


What's its circulation this month? 


Petroleum Week’s circulation 


continues to grow at a rate 
of more than 1000 per month 


Climbing steadily since its first issue 
a year and a half ago, Petroleum 
Week's circulation continues up with 
no sign of leveling off. 


Oil’s most readable magazine enters 
1957 with over 30,000 paid circula- 
tion. No other oil magazine ever grew 
so fast. And no other oil magazine ever 
made a greater impact on the industry 
. . » Simply because few magazines of 
any kind have been so carefully de- 
signed to meet the specific reading re- 
quirements of a given market. 


PETROLEUM 
sk ( 


Lewis Gross, Assistant Chief Engineer, 
Delhi-Taylor Oil Co., Dallas, reads 
PW from cover to cover when it 
comes into the office. PW is routed 
throughout the engineering depart- 
ment; according to Mr. Gross, the 
whole department finds PW of in- 
terest. 


Recently PW conducted. a “circula- 
tion guessing contest” among 700 
executives of companies selling to 
the petroleum industry and their 
agencies (first prize includes an oil- 
man’s Stetson). Respondents were 
asked to guess the circulation of PW’s 
June 28, 1957 issue; winners to be 
announced then. The average predic- 
tion was 33,498 subscribers. Judging 
by the present rate of circulation 
growth, this prediction is conservative. 


Petroleum Weck’s circulation has been 


Donald Anthony, Chemical Engineer, 
Atlantic Refining Co., Dallas, is in- 
terested in all aspects of the industry, 
finds that PW keeps him abreast of 
international developments and fields 
outside his own specialty of produc- 
tion. PW enables him to find out 
about things happening now, not a 
month ago. 


moving up at a rate of better than a 
thousand new subscribers a month. 
The circulation figures you find in 
Standard Rate and Data are based 
on regular semi-annual ABC state- 
ments; by the time the figures are 
published in SRDS, they are obsolete. 


As you finalize your plans for 1957 
advertising, we ask you to remember 
that SRDS figures understate Petro- 
leum Week's coverage of the oil in- 
dustry. For current figures, call your 
PW representative. 


readers tell why they get their money’s worth 


Harold Vance, V.P. and Manager, 
Oil and Gas Dept., Bank of the 
South West, Houston, likes PW be- 
cause, “with a minimum of effort, the 
busy oil man can keep up with the 
overall industry picture.” PW’s con- 
sistent format makes .it easy to find 
specific information. 


OIL’S MOST READABLE MAGAZINE * PETROLEUM WEEK 
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Wolf Names Four VPs 

William H. Carney, William Cru- 
ger, Thornton Gerrish Jr. and 
Charles V. Haas, account super- 
visors of Dean C. Wolf & Associ- 
ates, Boston, have been appointed 
vps of the agency. 


Caloric Boosts Walker 

Caloric Appliance Corp., Topton, 
Pa., has appointed Harry S. Walk- 
er, formerly southwestern divi- 
sional] manager, to the new post of 
sales promotion manager. 


‘American Metal Market’ Shifts Execs; 


Plans Expansion, More Sales Promotion 
New York, Jan. 8—Archer W. | McGraw-Hill Publishing Co., who be filled. J. P. and C. S. Trench, 


P. Trench, formerly exec vp of| 


American Metai Market Co., has 
been elected board chairman of the 
company and publisher of Amer- 
ican Metal Market, daily metals 
industry newspaper. 

Mr. Trench succeeds M. A. Wil- 
liamson, onetime publisher of 
Chemical Engineering and vp of 


came out of retirement in 1954 to 
take over the chairmanship of 
American Metal Market Co. (AA, 
Sept. 6, 54). He has retired, but 
will act as a publisher’s consultant 
for a few clients. 

R. A. Langer continues as pres- 


jaging editor; C. S. Trench as 
|secretary and treasurer, and L. D. 
| Donnelly as assistant treasurer. 


|The position of exec vp will not 


brothers, are cousins of Archer 
Trench. 

@ Galbraith-Hoffman Advertising 
has been appointed new advertis- 
ing agency for the company. The 
|account formerly was handled by 


ident and advertising sales man-| Walter Tagen, who has dissolved 
ager; J. P. Trench as vp and man-|his business because of ill health. 


Thermoid Company, Trenton, N. J., 
sells a wide range of hose, V-belts and 
friction materials used in all segments 
of the oil business. Charles Scholz, 
V.P. Marketing, uses PW for its in- 
dustry-wide penetration of all these 
specialized segments. 


Wanda Ja- 
blonski, senior 
editor of Pe- 
troleum Week, 
is in the Mid- 
dle East for a 
three months’ 
tour of the 
strategic oil 
areas. To ob- 
tain information for a series of col- 
umns on the problems affecting these 
areas, Wanda expects to cover 22 
countries and sheikdoms, visiting sec- 
tions few visitors have been able to 
enter. Before joining PW, Wanda was 
oil editor of the Journal of Commerce. 
She’s a V.P. of the National Associa- 
tion of Petroleum Writers. 


PPLIKOLLUM WILK advertisers get industry-wide coverage 


Williams Brothers, Tulsa, a major 
pipeline contractor, is a charter ad- 
vertiser in PW. Charles P. Williams, 
V.P., finds that PW _ consistently 
reaches the individuals who influence 
the growth and development of the 
industry. 


Don Hanson, 
who was a 
McGraw-Hill 
West Coast 
representative 
from 1939 to 
1948 (with a 
three year in- 
terruption for 
wartime serv- 
ice in the U.S. Navy) has rejoined 
McGraw-Hill as Petroleum Week ad- 
vertising representative in Chicago. 
For the past eight years, Don repre- 
sented a major petroleum publication 
in the Los hoagie territory. He brings 
to PW industry-deep experience in 
dealing with the problems of market- 
ing to the oil industry. 


LeRoy Menzing appointed Chief Editor 


LeRoy Menzing has been appointed 
chief editor of Petroleum Week. Mr. 
Menzing became a senior editor of 
Petroleum Week on May 14, 1956. 
For fifteen years, until that time, he 
had been oil editor of the Ft. Worth 
Sea’ Star-Telegram, and an oil 
writer for twenty years. He is the im- 
mediate past president of the National 
Association of Petroleum Writers. 


He succeeds Herbert A. Yocom, who 
becomes consulting editor. Mr. Yo- 


com is recuperating from illness that 
has kept him from the office since 
early June, 1956. He will continue 
to make the contributions to Petro- 
leum Week that his health permits. As 
editor-in-charge during the pilot-issue 
stage of Petroleum Week, and as chief 
editor when it began regular publica- 
tion July 8, 1955, Mr. Yocom shaped 
and administered policies that have 
carried Petroleum Week to more than 
30,000 paid circulation in its first year 
and a half. 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


Hercules Powder Company, Joe Dol- 
son, Div. Mgr., Product Advertising: 
“Hercules has used PW since its in- 
ception primarily to bring our Polyrad 
corrosion inhibitor story before man- 
agement leaders of the oil industry.” 


PW takes to the air . . . Busy 
oil executives will now find 
copies of Petroleum Week on 
90 Braniff planes, 24 Conti- 
nental planes and 20 Trans- 
Texas. While no authorita- 
tive study has been made of 
the flying hours logged by 
oil men, it’s clear to anyone 
who’s travelled the oil coun- 
try that “you can’t hardly get 
there except by plane.” Now 
PW flies nght along with the 
men who matter in oil. 


25 


American Metal Market, which 
will have its 75th anniversary this 
vear, is considering a special an- 
niversary issue later in the year, 
Mr. Trench said. A study for im- 
proving the publication § typo- 
graphically and in editorial con- 
tent has been made by Edward 
Arnold, typographical expert of 
Mergenthaler Linotype Co., and 
will be put into execution grad- 
ually, Mr. Trench added. 


Ford Joins Ray C. Jenkins 

Homer Ford, formerly assistant 
radio, tv and public information 
officer of the U.S. Naval Air Sta- 
tion at Wold Chamberlain Field, 
has been named to the staff of 
Jenkins Advertising Inc., Minne- 
apolis. 


Pittsburgh Plate Buys More 
The paint division of the Pitts- 
burgh Plate Glass Co., Detroit, has 
bought a weekly %-hour of the 
“Garry Moore Show” (CBS-TV). 
Maxon Inc. is the agency. 


PORTLAND, ORE. 
MARKET = 


CHECK THE RATINGS 


@ 56.2% Share-of-Audience in 
Metropolitan Portland. 


e 13 of the Top 15 Weekly Shows. 
e 9 out of Top Ten Multiweekly. 


Source: November 1956 Portland ARB 


Reprosented Nationally by 
CBS Television Spot Seles 
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We’ve just completed an unusual study of general maga- 
zines under today’s conditions. May we show it to you? 
Not only will you find it unique and revealing but also it 
will show how you can profit by the fact that@ e @e 


By one of America’s great magazine publishers, Also publishers 0! Good Housekeeping 
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+ Sports Afield * Town S Country Motor Motor Boat: 5 American Druggist 
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The El Paso Times and El Paso 
Herald-Post are two separate news- 
papers. They dominate this area and 
are the Metropolitan newspapers of 
the Fabulous Southwest. 

A market where your advertising |S 
effective. 


El Paso Herald-Post 


A Scripps-Howard Newspaper 


Evening 


The El Paso Times 


An Independent Newspaper 
Morning and Sundoy 


TWO Separate Newspapers + 33° Line BUYS BOTH! 


Ziv Sells Films to S.A. 

Ziv Television has signed Proc- 
ter & Gamble to sponsor five 
%-hour tv films in Caracas and 
Maracaibo, Venezuela. The shows 
—“Favorite Story,” “Man Called 
X,” “The Unexpected,” “Boston 
Blackie” and “Yesterday's News- 
reel”—will begin running in the 
spring. All of the shows have 
Spanish sound tracks. Obeillero 
Carvajal, Caracas, is the agency. 

One of the shows, “Favorite 
Story,” will be co-sponsored in 
Venezuela by Corning Glass. Na- 
tional Export Advertising Service, 
New York, is Corning’s agency. Al- 
so in Venezuela, Ziv has signed 
General Motors Corp. for a second- 
year cycle of “Mr. District At- 
torney.” Grant Advertising’s Cara- 


cas office placed the business for 
GM. 


Virginia Metal Names VP 

Nicholas C. Gianakos, acting 
sales manager of Virginia Metal 
Products, Orange, Va., since last 
summer, has been appointed vp in 
charge of sales, a new position. 
The company is one of several sub- 
sidiaries of Chesapeake Industries, 
New York. 


Gruen Watch Appoints Two 

Ralph E. Barrett, formerly sales 
promotion manager, has been ap- 
pointed advertising manager, and 
Ralph M. Somerfield, formerly tv- 
radio service manager, has been 
named sales promotion manager of 
Gruen Watch Co. 


again.. 


In four years 


papers. 


the greatest 
advertising 
page gain! 


In 1956 ELECTRONIC DESIGN gained 789 adver- 
tising pages, continuing its position of leadership 
among all publications—business or consumer. 

of publishing, 
DESIGN has carried a total of 4,013 advertising 
pages—a growth history unequaled among business 


ELECTRONIC 


This enthusiastic support is one more evidence of 
the values ELECTRONIC DESIGN offers to its 
readers, as well as its advertisers. Timely editorial, 
complete technical coverage, informed reporting, 
reader service, The Continuing Audit of Brand 
Recognition, Mail Readership Measurement, inquiry 
evaluation, merchandising aids, and new in 1957, 
the “CAREERS SECTION,” with Home Reply 
Form, for employment opportunities. 


Hayden Publishing Company, Inc. 
NEW YORK @ CHICAGO @ LOS ANGELES 


YOUR ELECTRONICS ADVERTISING WILL BE READ IN ELECTRONIC DESIGN 


| other 


Advertising Age, January 14, 1957 


Objective Reached, 
Md. Drops Bill to 


Ban Foreign Brewers 


ANNAPOLIS, Jan. 9—Maryland 
lawmakers, satisfied they had “ac- 
complished the desired effect,” 
have abandoned attempts to ban 
foreign-owned breweries from op- 
erating in the state (AA, March 19, 
56). 

The state senate upheld Gover- 
nor Theodore R. McKeldin’s veto 
of the controversial “beer bill” 
passed by the 1956 General As- 
sembly. It would have prohibited 
the production of beer in Maryland 
by any company not controlled by 
U.S. citizens. 

Sponsored by Senate President 
Louis L. Goldstein, the bill admit- 
tedly was aimed at preventing 
the Canadian-controlled Carling 
Brewing Co. from building a plant 
on the outskirts of Baltimore. 


® Maryland brewers backing the 
measure argued that Canada had 
imposed discriminatory tariffs and 
restrictions on American 
beer. 

Mr. Goldstein said these had 
been eased and now are the same 
as U.S. restrictions on Canadian 
beer. 

A spokesman for Carling’s said 
the company will now go ahead 


with its plans for the $12,000,000 


plant. 


Four Join Knox Reeves 
Following Account Additions 
Four persons have been added 
to the staff of Knox Reeves Ad- 
vertising, Minneapolis, following 


Reeves’ appointment to handle ad- 
vertising for ready-to-bake re- 
frigerated Bisquick biscuits, a 
division of General Mills, and Mars 


Curtiss Melby Lee Spangler 


Inc., Chicago candy bar manufac- 
turer. Lee Spangler, formerly of 
Fletcher D. Richards, Chicago, has 
been appointed a copy chief; Cur- 
tiss Melby, formerly of Pillsbury 
Mills as a member of the market- 
ing and advertising group in the 
| company’s refrigerated foods divi- 
‘sion, joins the agency’s account 
| group. 

| At the same time John Hackett, 
| formenty media buyer of Joseph 
Katz Co., Baltimore, and Marschalk 
& Pratt and Calkins & Holden, both 
New York, joined Knox Reeves as 
a time buyer. Robert Platt, for- 
merly of Haywood Publishing Co., 
has joined the agency’s traffic de- 
partment. 


Named by CBS Spot Sales 

Joseph R. Cox, formerly man- 
ager of the mail order department 
of CBS Radio Spot Sales, New 
York, has been named WCBS, New 
York, account executive for the 
CBS Radio Spot Sales. He replaces 
John S. Willim, who transferred to 
the sales development department 
of CBS Radio Spot Sales as fashion 
feature coordinator for the House- 
wives’ Protective League. 


GM Appoints Griswold 

John W. Griswold has been ap- 
pointed public relations director of 
the Overseas Operations division 
of General Motors Corp., succeed- 
ing Wesley M. Oler, who has re- 
tired under GM’s retirement pro- 
gram. Mr. Oler was pr director for 
12 years. Mr. Griswold joined GM 
in 1947 as a research analyst in the 
overseas planning and development 
section. 
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product-design engineers make markets grow 
...they gave all industry a terrific “lift” 


ONE are the days of wrenched muscles . . . when 
materials handling was strictly a job for piano 
movers. Now, by the push of a button, or move of a 
lever, the smallest man can carry tons with speed and 
safety. This amazing intra-plant mobility was made 
possible by product-design engineers who created lift 
trucks, conveyors, feeders, hoists, etc. Every year their 
contributions to modern materials handling become 
more vital to all industry . . . every year make this seg- 
ment of the Original Equipment Market more impor- 
tant to manufacturers of materials, parts and finishes. 
Today, more than ever, product-design engineers 
are doing big things for products and people. They’re 


In the $41-billion O.E.M. 


creating NEW MARKETS AND MAKING THEM 
GROW. 

To get your materials, parts and finishes specified in 
any segment of the O.E.M. — your sales message must 
penetrate deeply into DESIGN ENGINEERING 
HEADQUARTERS. Your Product Engineering Rep- 
resentative can tell you where they are located, what 
they are working on. Even more important, he can 
show you how easy it is to write the kind of advertise- 
ments which will sell your prospects. 

No wonder advertisers put more pages, and invest 
more dollars, in Product Engineering than any other 


design magazine! 
i 


MAKES SALES GROW 


Product Engineering 


The McGraw-Hill Magazine of design engineering 
Product Engineering, McGraw-Hill Bildg., New York 36, N. Y. 
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THIS IS MODERN PACKAGING ... 10 other single 


force has had such vital influence on new packaging techniques 
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... no other single force 
has had such vital influence 
on new marketing techniques 
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as is MODERN PLASTICS, the magazine of plastics 


575 Madison Avenue, New York 22, N. Y. 
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ranged from a little less to better 
than the previous year.” 
Los Angeles. “Despite hot price 


Hit Record in ‘56: 


higher wages and register tape and 

New York, Jan. 8—Supermarket | trading stamp programs, Southern 
sales in 1956 were ahead of 1955/ California supermarket chains and 
by a large margin, setting a new| independents chalked up another 
record. But profits, while still | year of volume and earnings gains. 


centage gain as sales. 


Supermarket Sales j ents in this area, while profits | 


‘Supermarket News’ | competition and added costs of | 


ahead, did not show as large a per-| Earnings for the first six months of | 


Advertising Age, January 14, 1957 
in the last half of the year.” | expansion costs put strong bites on! Germany, in the U.S. H. A. Bohm 
profits.” | & Co., Chicago, is the importer 
= New York. “Stiff competition | San Francisco. “Chain volume |in the U.S. Plans are being de- 
notwithstanding, food chains and/| generally rose about 4%; inde-|veloped for an advertising and 
organized independents here con- | pendents had a similar rise, or a| sales promotion program aimed at 
tinued to surpass previous years’ point higher, but fared better on | both dealers and consumers. 
record sales. With the help of| profits.” 
mergers and new markets, many | Tiller Leaves Agency 
showed greater dollar profits in| Voightlander to Gourfain-Cobb Arthur A. Tiller, director of 
spite of thinner net profit ratios.”| Gourfain-Cobb & Associates, | special services of Klau-Van Pie- 
Philadelphia. “All of the major|Chicago, has been appointed to|tersom-Dunlap, Milwaukee, since 


1956 were fairly slender for both|supermarket chains racked up/handle the entire line of 35mm _ 1940, has resigned to form a pub- 
This fact was revealed in aj chains and independents. However,| banner volume gains, but all com-|cameras and _ accessories of lic relations counseling service 
roundup by Supermarket News. much better earnings were shown | plained that trading stamps and|Voightlander Co., Braunschweig, | under his own name. 


The publication attributed the 
continued increase in supermarket 
sales volume to increased con- 
sumer preference for supermarket 
shopping, greater promotion acti- 
vity, mergers and the opening of 
new units. 

Higher operating costs, the need 
for expensive promotional meth- 
ods to attain increased volume and 
expenditures for expansion were 
blamed for reducing profits “to 
an average that was only slightly 
ahead of 1955 in most sections.” 


s Reports from leading cities 
showed the following picture: 
Atlanta. “Volume at the chains 
ranged from 20% behind to 12% 
ahead of 1955, with the independ- | 
ents reporting figures about even 
with 1955 volume. Both independ- 
ents and chains expected profits 
to be about on a par with 1955.” 
Boston. “Store-by-store sales for 
multi-unit food firms were slightly 
behind to slightly ahead, as com- 
pared with 1955. In most cases, 
profits did not keep pace with 
sales because of wage increases, a 
step-up in promotional activity 
and generally higher costs.” 
Chicago. “Chain store sales here | 
in 1956 show gains from a few | 
points to about 12-14% above the 
previous year. Independents’ sales 
in this ‘chain town’ in 1956 in 
general were said to be about equal 
to slightly below 1955. Chain prof- | 
its are about 10% behind to about | 
12% ahead of 1955.” 
| 


® Cincinnati. “Sales of supermar-| 
ket companies headquartered in| 
the Cincinnati area rose signifi-| 
cantly during the past year, as/| 
high as 23% over 1955. This rise in | 
total volume is due almost entirely 
to increased population and in- 
creased purchasing power, it was) 
said.” 

Denver. “Sales were a little bet- | 
ter in 1956 than in 1955 for both | 
supermarket chains and independ- 


Your Promotion Launched 


Nothing's as disappointing as hav- 
ing balloons arrive too late for an 
important promotion. If we say | 
we ll meet your shipping date . . . 
we will! Phone Betty Wolfe, Wil- 
lard, Ohio, 231 for our prompt, de- 
pendable service. 


p= Moll Coupon For FREE QUALATEX Ballogs tefermation oa 

The PIONEER Rubber Co. 

408 Tiffin Road 

Willard, Ohio 

Please send me: 

() Nome of my nearest QUALATEX 
Distributor. 

OD Free “Advertising Balloon Fact 
Pack” (ideas, samples, prices and 
imprint worksheet). 

Firm | 

Address ; 

CRY exes Jone «= Sete | 

| Requested by 
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“«_. the news and information 


In New Britain, Conn., we recently 
had the pleasant experience of 
talking with Gerald M. Fletcher, 
Director of Advertising for The 
Stanley Works and an outstanding 
industrial advertising man. Mr. 
Fletcher joined the Stanley organ- 
ization shortly after graduating 
from Bates College in 1925. Ever 
since 1933, he has been responsible 
for the direction and coordination 
of the company’s extensive adver- 
tising activities. Among other 
things, we discussed the impor- 
tance of trade and industrial publi- 
cations and his use of them. Here 
are the highlights of the interview: 


Qwm. Fletcher, just how do you 
describe The Stanley Works? 


A The Stanley Works is made up of 13 
major divisions and subsidiary com- 
panies. We are the manufacturers of a 
wide variety of products, including hand 
and portable electric tools, hardware, 
cold rolled strip steel, steel strapping, 
springs, metal stampings, industrial coat- 
ings, aluminum iodine and awnings, 
drapery hardware, and wood specialties. 


Q How old is The Stanley Works? 
A It was started 115 years ago—in 1842. 
Q Here in New Britain? 


A Yes. At first we manufactured hinges, 
bolts and wrought iron hardware. Later 
we added hot and cold rolled strip steel. 
Then we added chemicals. And so on. 


Q When did advertising first come into 
the picture? 


A Just about 70 years ago. 


Q And your early advertising appeared 
in the trade press? 


A Exclusively. It wasn’t until much 
later that we undertook a consumer 
program. 


Qpdo your campaigns in trade and 
industrial publications still account fora 
major part of your advertising effort? 


A They certainly do. Offhand I'd say 
they account for more than 50% of our 
total advertising investment. Here at 
Stanley we have a firm belief that unless 
the trade and industrial field is covered 
completely, all other advertising activi- 
ties are much less effective. 


Q How many trade and industrial pub- 
lications do you now use? 


aw Approximately 115. 


Q What is your basic philosophy with 
regard to space advertising? 


A Well, we believe that space acdvertis- 
ing, as well as all other forms of adver- 
tising, must prove its worth. In other 
words, the money we spend must show 
evidence of return. In this respect I am 
sure we are no different than most other 
big advertisers. We all want to be abso- 
lutely certain not only that our advertis- 
ing is well written and well illustrated, 
but also that it appears where it assures 
results—in publications where it is seen 
and read by customers and prospects. 


Q Previously you said something about 
your belief that no advertising could be 
truly successful if the trade field is not 
covered. This, too, is a part of your 
philosophy, is it not? 


Alt is. We firmly believe that the 
groundwork for any successful sales pro- 
gram must begin at the wholesale level. 
The man who is going to sell your 
product, whether a hardware dealer or 
the wholesaler, must be presold on it. 
Unless he is, any job done at the con- 
sumer level can’t be as productive as it 
should be. 


Q And what is the basic objective of 
your advertising? 


A We expect the advertising to ap- 
proach the effectiveness of the salesmen. 
To present merchandising plans. To do 
missionary work. To get across to every 
level in distribution the realization that 
we know that our success is based on 
their selling the product with ease and 
profit. We expect the advertising not 
only to sell Stanley quality, but also to 
sell our conviction of a responsibility to 
our customers. We expect the advertis- 
ing to make the work of the salesmen 
more effective. 
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Stetson Buys Fuller Shirt U. S. Steel Homes Names Film Producers Tie 
John B. Stetson Co., Philadel- | Robert Ritchey Ad Manager 

phia, has bought the Fuller Shirt) The U.S. Steel Homes division of | 7m with the NARTB 
Co., Kingston, N. Y., with its new | U.S. Steel Corp., New Albany, Ind., 
manufacturing plant in Chester, | has appointed Robert J. Ritchey Television Code , 
S. C. Stetson will operate Fuller|manager of advertising and sales e port which noted that film pro- 
as a wholly-owned subsidiary. | promotion. Mr. Ritchey, who WASHINGTON, Jan. 8—Tv films duced for tv does not come under 
Entry into the men’s shirt field | joined U.S. Steel in 1937, has been| have come under the television|any of the existing code author- 
is in line with Stetson’s expan-|market development manager of | Code of the National Assn. of Radio | ities. 

sion program, according to the|the division since February, 1955, | & Television Broadcasters under an 
company. Gordon Marshall, vp of | when he returned to the company | agreement making members of the| # As a result of an agreement be- 
the Fuller Shirt Co., has been ap-|after serving as assistant general|Alliance of Television Film Pro-|tween NARTB and the film pro- 
pointed vp and general manager sales manager of Townsend Co.,| ducers affiliated subscribers to the | ducers, tv films will carry a special 
of the shirt subsidiary. | New Brighton, Pa., for two years. code. |seal indicating voluntary compli- 


delinquency two years ago, in a re- 


Qi imagine that with the high cost of 
the average sales call today, your 
latter point is mighty important. 


figures, experience and judgment, we 
figure up the cost and ask for budget 
approval. 


Q Do you believe that the importance 
of the trade press is increasing? 


A Very definitely. I think the reason can 


be found in = one word—authorita- 
tiveness. Today’s leading trade and in- 


A indeed it is. 1 believe that it is quite 
possible to demonstrate that manage- 
ment can no longer afford not to use the 


Q What are your thoughts with regard 
to the importance of today’s trade and 
industrial publications? 


trade press in close support of the sales 
force. 


Q Do your salesmen recognize the value 
of the support they get from advertising? 


A Yes they do, and there is a very good 
reason why they do. Our advertising 
programs are the programs of our sales 
managers. All advertising we undertake 
has been worked out with our sales man- 
agement and has its endorsement. After 
all, our one reason for advertising is to 
help promote sales, to help the salesman 
do a more effective and efhicient job, and 
it is quite obvious to us that any adver- 
tising we do must be in complete accord 
with the objectives of the people respon- 
sible for making sales. 


Q Does each of your divisions or sub- 
sidiary companies have an advertising 
organization? 


A They do not have independent adver- 
tising organizations. However, each 
division has its own advertising manager 
or supervisor who is a member of The 
Stanley Works Advertising Staff. Our 
efforts are unified to insure that the 
advertising of each division not only 
does the best possible job for that divi- 
sion, but also adds its impact to all other 
Stanley advertising. 


Q How do you arrive at the advertising 
budgets for your divisions? 


AWe use the “task” method. Work- 
ing closely with the division sales man- 
ager, we first decide on the job to be 
done. Next we determine how and where 
it can be done, and, finally, using facts, 


Al believe I have already indicated 
their importance to our program. We 
have used them for many years, and we 
are using them in increasing numbers. 
We feel that they serve a unique func- 
tion, for they enable us to tell our cus- 
tomers and prospects about Stanley 
products under ideal circumstances— 
when they are actually looking for the 
things we have to say and sell. 


dustrial publications are authorities in 
their fields, because they are staffed by 
people whose training and interests 
ae them as such. Their editors and 
writers have firsthand knowledge of the 
fields they serve. Men in any trade, 
industry or profession determined to 
move ahead know very well that in the 
pages of their trade press they can get 
the news and information they must have 
to succeed. 


Through the use of trade and industrial publications you are able to 


communicate with your customers and prospective customers in an 


atmosphere that is natural to them and most productive for you. In this 


respect, today’s reliable business press serves a purpose unduplicated by 


any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence 


and a strict control of circulation that assure confidence on the part of 
readers and advertisers. With such acceptance goes a proportionate 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


selling power. 
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== F= CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 


Commercial Car Journal + 
Gas «+ Electronic Industries 


" 
ln. 


The Iron Age + Jewelers’ Circular-—Keystone + Distribution Age « Motor Age 
Automotive Industries « Optical Journal and Review of Optometry « Spectator 
Boot and Shoe Recorder +» Hardware World 


« Butane-Propane News + Book Division 


The decision of the film produc- | ance with the code. A representa- 
ers to adhere to the tv code closes | tive of the film producers will sit 
a loophole pointed up by the spe-|as a non-voting member of the 
cial Senate committee on juvenile | NARTB code review board at 


meetings when television film pro- 
duction problems are scheduled for 
consideration. 

NARTB cautioned that the use of 
the seal on a film does not remove 
the responsibility of the broadcast- 
er to preview film products before 
scheduling them. 


Ansul Advances Neuville 
Morris L. Neuville, a member 
of the market research depart- 
ment of Ansul Chemical Co., 
Marinette, Wis., for the past year, 
has been named manager of mar- 
ket research and development of 
the company. 


Edwards Joins Hardware Corp. 
Richard G. Edwards, formerly 
director of merchandising of Stan- 
ley Works, New Britain, Conn., 
has been named to the new post 
of director of marketing of Amer- 
ican Hardware Corp., also in New 
Britain. 


stata 


in the palm 


The Surefire Method 
of Boosting Sales... 


...in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's 5th largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 


Contact your Hollingberry 
man, or Moore and Lund 
(Seattle-Portland). 
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Business Paper Success Story... 


Eberhard Faber Sharpens Up Pencil 
Ads in Business Papers; Builds Sales 


BROOKLYN, Jan. 8—Eberhard Fa- | 


ber Pencil Co. has been an adver- 
tiser for nearly all its 107 years in 
business, but in the past five years 
it has just about doubled its busi- 
ness paper space, with a stimulat- 
ing effect on sales of its entire line 
of office supplies—pencils, erasers 
and rubber bands. The media list 
includes more than 40 publications, 
reaching Faber’s market, 
dealers to secretaries. 

The fourth son of a famous Ger- 
man pencil manufacturer, Eber- 


; MONGOL 


‘LIFE’ LINE—Eberhard Faber pointed 
out that it was using Life to pro- 
mote its pencils in this business 


| vertising manager for some years, 
|is now president of Eberhard Fa- 
ber. Fred W. Stickler is advertising 
and merchandising manager, and 


| John M. Horne is vp in charge of 
sales. The agency is Anderson & | 
Cairns, where Lansing Moore is ac- 
'count executive for Faber. 

A new wrinkle in the company’s | 
promotion aims is represented by 


froM |the addition to its roster of Sol | model—the leading item in the line | 


Zatt, whose public relations com- | 
pany is the first ever employed by | 
Faber. | 

“The pencil business is a fairly 
lold one,” a company executive | 
pointed out to AA. “The Barrow- 
dale graphite mine was discovered | 
in England around 1565, and sticks | 
of the material were used as rare | 
and highly-prized writing instru-| 


Advertising Age, January 14, 1957 


| permarkets, made to write on wet 
cellophane wrapping and even on 
vegetabies, have shown a steady 
rise in demand. The company re- 
ports, in fact, that color pencils for 
various kinds of marking in stores 
and offices, as well as in the home 
(colors are available to match the 
decor), have contributed substan- 
tially to volume. 


ments for many FONTS GEOT 
of the modern pencil. 
“It is said that Jacques Conte, a 
chemist in Napoleon’s army, de- 
vised the wood-enclosed graphite 
pencil just about as we know it, 
and Caspar Faber picked it up 
from him. Of course it is made now 
of a mixture of graphite and clay, 
in various degrees of hardness, in 
different colors, and so on.” 
s “The basic idea of the advertis- 
ing aiways has rested on high 
quality,” said Mr. Strickler. ““With 
this theme, the company always 
ae |has believed that good salesman- 
. ot | ship and promotion demanded that 
” 4 j all its products be brought to the 
? — |attention both of the people who 
RO FABER ‘use them and those who sell them. 
‘| “More than 50 years ago, for 
example, the tone of the advertis- 
ing was promotion and institution- 
al. Some copy talked about pencils 
as an important link to educa- 


® The company sells exclusively | 
through dealers, selling to only one 
consumer directly—the U. S. gov- 
ernment. The Senate used to have 
its own pencils made by Faber and 
stamped accordingly, but that au 

gust body now uses a Faber stock 


~ EERE 
—known as the Mongol. The Sen- 
ate stamp is added. Special items| ECONOMICAL—Eberhard Faber) 
—such as pencils made for a Latin | stresses the economical aspects of 
American distributor of Camel | its pencils and offers free samples 
— for ve! . te ng in this page color ad that appeared | Malia processes 
a a a. a. | on VErtanE. puNTORe SERED. | “The intensified business paper 
Drawing pencils and other spe- or sticks and Colorama pencils are campaign, which began five years 
cialties for artists are an important | made in 60 different colors. ago, is in line with this long-estab- 
item in the business. Nupastel col-| Marking pencils for use in su-' lished policy and has worked very 


One share of 


General Motors stock 
was worth $370 in 1920... 


paper ad aimed at wholesalers and | 


retailers. 


hard Faber came to the U. S. in 
1849 and set up his own stationery 
establishment. He also represented 
his father’s enterprise. By 1890, he | 
decided to manufacture his line in- | 
dependently. 

Faber’s 3,200 items have been 
produced for many years in a 
Brooklyn plant, which has grown 
to the point where 21 separate 
buildings are used—in addition to 
a plant for making erasers, in 
Newark. Next year a move is to be 
completed to a new plant now un- 
der construction in Wilkes-Barre, 
Pa. 


® Lewis M. Brown, who was ad- 


full 


COLOR 
Sells! 


Build your 
sales with 
full color 
by 
CROCKER 


Mirro-Screen 


New, exclusive Crocker 

plates, used in our COLORFORM process, 

can give you full color sales-appealing 

advertising and sales material at the 
price you're now paying for 
2-color material. 


Investigate now! Write for 
free booklet. Dept. AAI 


H. S. CROCKER CO., INC. 


Los Angeles, 2030 £. 7th New York, 23 E. 26th St. 


San Francisco, 720 Mission Chicago, 350 N. Clark | 


Baltimore, 1600 S. Clinton 
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effectively.” 

Life is Faber’s major consumer | 
medium. And Life advertising is| 
frequently referred to—and some- | 
q times reproduced—in the business | 

paper campaign. Color inserts are | 
7 the rule, though full pages are not | 

always used. Reproductions of the | 
advertising are widely used in di- 
rect mail, which is thus tied in| 
a with the business paper schedule. 
— Inquiries are sought in the ad- 
f vertising, although no coupons are 
5 used. The device employed is the 
suggestion that readers write for a 
free sample of the featured item. 
Inquiries are referred to the 50- 
man sales force and to a dealer or- 
ganization of some 10,000 outlets. 


® Publications used by Faber in- 
q clude the following: 

J Advertising Requirements, 
American Artist, American Drug- 
gist, American Engineer, American 
News Trade Journal, Art Direction, 
Art Education Bulletin, Art Mate- 
rial Trade News, Aviation Age, 
Business Week, Chain Store Age 
(three editions and directory), 


| Dealer Topics, Industrial Labora- 
tories, Machine Design, Materials 


‘ & Methods, Mechanical Engineer- 
~ 3h ing, Modern Retailing, Modern Sta- 
meron tioner, National Stationer, Office, 
FOR FASTER | Office Appliances, Office Manage- 
TURNOVER!” |ment, Pacific Stationer, Product 
eeeatin Engineering, Progressive Architec- 
of Adems, Cashing ture, Progressive Grocer, Purchas- 
Soeur ing, Southern Stationer, Tobacco 
Jobber, Today’s Secretary, Variety 

Store Merchandiser, Voluntary & 

MONGOL * Cooperative Groups Magazine, 


twin pack WF Western Arts Association Bulletin, 


| Wholesale Drug Salesman. 
| 


Agency Sets Up Fund 

hrlich, Neuwirth & Sobo, New 
| York, has announced the creation 
|of a profit sharing trust fund for 
|all agency employes. A spokesman 
said the agency had a 46% increase 
in gross billings in 1956. 


0 ce tt math gees 


Nem nee Tes 
nace hen cen lon ap pore Nas ts er 


Ceinwiap rine 


TWIN PACK—This testimonial ad in 

Modern Retailing was used by 

Eberhard Faber to feature its ~— 
pencil pack. 


Lloyd Joins ‘Teen Age’ 
George R. Lloyd, formerly an 
|account executive with Outdoor 
College Store, Design News, Drug | Advertising Inc., has been appoint- 
Topics, Efectores de Escritorio,|ed vp and director of advertising 
Electrical Engineering, Geyer’s | of Teen Age Review and Teen Life. 
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‘New Yorker, Though National Book, 
Is Taxable by N.Y. City, Court Says 


New York, Jan. 8—The New 
Yorker lost another round last 
| week in its petition to obtain a re- 
fund of general business taxes for 

the years 1947-49. 

The appellate division of the 
| supreme court of New York upheld 
|City Comptroller Lawrence E. 
|Gerosa, who had found that while 
The New Yorker is a national mag- 


azine printed in Connecticut, it is| 


'a localized activity, and its adver- 
'tising receipts are subject to a 
one-fourth of 1% New York tax 
imposed on local businesses. 
| An exception was made of ad- 
| vertising revenue solicited through 
The New Yorker’s Chicago office, 
| where revenues from such solicita- 
tion are also collected. 

Justice Charles D. Breitel, in 
writing the unanimous decision, 
referred to the earlier case of Mc- 


[ indeed are those who bought and held stock certifi- 
cates such as General Motors, purchased in 1920 for $370 per share. 
By August, 1955, this same share, including dividends, was worth 


$7,202—a 


hundred of them $720,200! 


Fortunate, too, were those alert advertisers who, but a few short 
months ago, bought Television time, worth its weight in gold today. 


For thousands more sets have been sold and viewing time per day has 
been increasing. 


Even if you weren't so lucky, there are still a few valuable Spot 


TV franchises available in these important markets—time periods 


which will 


become priceless investments in the months ahead. 


Let us help get your Spot TV planning under way immediately. 


! Your Petry account executive will put our large fund of research, 
descriptive’ and analytical data at your disposal. 


In spot TV, too...value increases with time 


WSB-TV......... 
MEROTV . wc ccc evens 
WBAL-TV........ 


WGN-TV... 


0 Feet 
WESH-TV..........Daytona Beach 


wicu..... 
WNEM-TV. . 
KPRC-TV... 
WHIN-TV. . 


WJHP-TV........ 
KARK-TV........ 


KCOP..... 


TELEVISION DIVISION 


sie 0 0 oem 
Bakersfield 
Baltimore 
coecccecsces GD 


WISN-TV........ 


WTAR-TV........ 
i) ea a 
KCRA-TV....... 
WOAI-TV.......... 
KFMB-TV.......... 
CVBS-TY ...... 


... Durham-Raleigh 
cove eeese come 
... Flint-Bay City 
. ++... Houston 
... Huntington 
... Jacksonville 
..... Little Rock 
......Los Angeles 


“ee ee 
“eee ee 


KREM-TV........ 
Os) 
KARD-TV..... 


“even enne 


| Petry & Co., Inc. 


THE ORIGINAL STATION REPRESENTATIVE 
LOS ANGELES - SAN FRANCISCO - ST. LOUIS 


’ 


.... Milwaukee 
KSTP-TV...... Minneapolis-St. Paul 
WSM-TV.............. Nashville 
ocae 6 6 ee 
oo 0 6 ae 
oo. 6 ee 
..... Sacramento 
. .San Antonio 
....-SanDiego 
....+.. Shreveport 
WNDU-TV..... . South Bend-Elkhart 
..+ees Spokane 


Tulsa 


..+.+ Wichita 


|Call Corp. vs. Joseph, in which 
|the appellate court held that “the 
| publication of a magazine is a lo- 
calized activity and that advertis- 
ing receipts, even if from national 
advertising, are subject to local 
privilege taxation.” 


® The New Yorker had argued that 
the character of a national mag- 
azine is interstate, that the bulk of 
its advertisers are located outside 
the state and that advertising is 
solicited outside the state. 
Justice Breitel found, however, 
| “There is no question that national 
jadvertising activities involve a 
|}movement in interstate commerce. 
But the same condition exists with 
regard to any concededly local en- 
terprise, such as manufacturing, in 
which the products are eventually 
sold and delivered in interstate 
commerce. 

“The fact that the product, or a 
service, of an enterprise, other- 
wise local, eventually moves in 
interstate commerce does not pre- 
vent local privilege taxation. Sim- 
\ilarly, the fact that there are earlier 
incidents in interstate commerce, 
such as preparatory promotion and 
selling, do not detract from the in- 
herently localized character of the 
enterprise in producing goods and 
services. . .” 


® Later, “the sale of advertising, 
and the receipts from such sales by 
the taxpayer in this case, are no 
different, for the purposes of local 
privilege taxation, than the solici- 
tation, sale and delivery in inter- 
state commerce of manufacturers’ 
products otherwise arising from 
exclusively local activity.” 

The New Yorker will appeal the 
decision. 


Tigers Sign ‘57 Contract 

The new owners of the Detroit 
Tigers, largely radio and tv mag- 
nates, have negotiated the largest 
contract for tv and radio rights in 
the club’s history. The contract, 
with Goebel Brewing Co. (for the 
15th season) and with Speedway 
|Petroleum (fifth year), is for a 
| three-year period with annual 
|payments of $450,000, about $90,- 
= more than the current pay- 
| 
| 
| 


ments. 


TELL & SELL 


There's a $17 billion- 
| plus market in the 
TRAFFIC WORLD subscrip- 
_ tion list . .. for 
| freight transportation, 
materials handling, 
packaging, and road 
and rail equinment. 
|Get the facts}\ 
TRAE EIC 
ww ORL 


515 Madison Ave., N.Y. 
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The right way 
to look at 
ATLANTIC 


.»»New Jersey’s best 
BIG CITY market 


Take food, for instance, and you'll quickly notice Atlantic City’s 
superiority in year round food sales (totaling $43,370,000). That’s 
uw coaanars qooene area, and first per family for 

entire U.S.A. 


Definitely—it pays to lock, and leap, into this thriving 140,000 year 
round market. Fortunately it can reached by the one paper 
that really gets into the home—the Atlantic City Press! 


Nothing succeeds like the — 


Atlantic City Press 


Rolland L. Adams, President; Ga‘ agher-DeLisser, Inc., National Representatives 


| American Screen Plans Push 

| American Screen Products Co., 
Elmhurst, Ill, is planning the 
|heaviest advertising and promo- 
tional campaign in its 16-year his- 
tory for 1957. The campaign, di- 
|rected at the building, architec- 
‘tural and home improvement 
markets, will use both trade and 
|}consumer magazines. Included in 
'the promotion will be a 125-sta- 
tion spot-radio campaign in April 


Preston, Chapin, Lamb & Keen, 
Philadelphia, is the agency. 


Enka Promotes Bacon 

Kenneth N. Bacon, who joined 
American Enka Corp., New York. 
rayon yarn manufacturer, last 
year as assistant advertising man- 
ager, has been named advertis- 
ing and sales promotion manager. 
He succeeds William M. Pcemeroy 
Jr., who has joined Enka’s in- 
dustrial sales staff. Before join- 
jing Enka, Mr. Bacon was an ac- 
count executive with Young & 
Rubicam and assistant advertising 
manager of Fieldcrest Mills. 


by Mickey Schwarz. 


> ere an hg = 


ADVERTISING AGE and SPONSOR! 


FOR SELECTING US THE YEAR’S BEST 
TELEVISION COMMERCIAL PRODUCERS OF 1956 


(as chosen by a panel of top advertising copywriters) 


CHESTERFIELD, McCann-Erickson 

Realism is persuasive, maintains SPONSOR’s panel, 
especially when you show the product being used in 
natural and agreeable locations. ‘A natural, unself- 
conscious documentary technique.” 


Produced by ATV film productions, Inc., Mickey 


Schwarz, Director. 


IVORY, Compton Advertising Co. 


Critics say “Ivory has had consistently good com- 
mercials in this atmosphere, leaving the impression 
of purity and gentleness — and complexion care.” 


Filming was done by ATV film productions, directed 


ATV FILM PRODUCTIONS, INC. 
- 35-01 Northern Boulevard * L.1.C. 1, N.Y. * EXeter 2-4949 
MICKEY SCHWARZ, President in charge. 


on aluminum screening. Arndt, | 
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(19% of Milwaukee 


Viewers Would Buy 


Color TV: Survey 
| Mitwaukes, Jan. 8—A sampling 
;of interest in color sets among 
| the Milwaukee metropolitan area’s 
| 302,400 families indicates that ful- 
|\ly 46.3% are simply not interested 
in color sets at all. 
| Another 32.8% would be inter- 
,ested but for price and technical 
| objections. Only 19.7% are actual- 
ily interested in buying and most 
|of even these can’t see their way 
|clear to buying for years to come. 
Only 3% actually own a color 
| tv set at present. 
| These figures were developed by 
Bisbing Business Research Organ- 
ization in the course of its bi- 
monthly survey of buying plans of 
consumers in the Milwaukee area. 
The big negative bloc of 46.3% 
| is composed of 27.2% who are sim- 
ply “not interested,” 15.2% who 
acknowledge they know nothing 
about color tv or haven’t looked 
into it at all. Another 3.5% say 
|they thought b&w sets were ade- 
quate and 3% say they had been 
advised against color sets when 
they purchased their last set. 


|\@ The 32.8% “we'd buy if” cate- 
gory consists of 19.2% who balk at 
|present prices and 4.4% who say 
\it’s not in their budget just yet, 
6% who want the color improved, 
2.2% who object both to the price 
j}and color quality, .7% who want 
|to see repair costs lowered and 
| 3% who say there aren’t enough 
‘color programs available yet to 
|justify buying a color set. 

The 19.7% who are already 
|“sold” on color tv are, for the most 
|part, interested in buying some- 
\time in the future. Only .3% said 
they would consider color tv for 
| their next set. Another 7.3% were 
interested in buying but have no 
|\definite plans to do so yet. Sim- 
‘ilarly, 4.4% are interested in buy- 
|ing but “not for a long time.” Two 
per cent say they’d like to buy in 
one or two years and 2% say 
|they’d buy in two or three years 
while 1% put the purchase date 
from four to ten years hence. 

A general undertone in the re- 
sponses of most people about color 
tv, according to Bisbing research- 
jers, was a “wait and see” mood, 
an inclination to hold off until 
prices came down, as they did with 
b&w tv after its first few years on 
the market. 


® Bisbing collected the data on 
|interest in color tv in connection 
with its bi-monthly consumer sur- 
|vey on major household appliance 
|sales, brand preferences and con- 
sumer buying plans in the Mil- 
waukee metropolitan area. The 
survey—which covers refrigera- 
tors, ranges, clothes dryers, clothes 
| washers, water heaters, disposal 
|units, air conditioners, power lawn 
|mowers, vacuum cleaners, food 
| freezers, dish washers and tv sets 
—is made as an index for appli- 
jance marketers in this area. 


Triangle Publications Boosts 
| K. Chernin, E. Taddei 

Triangle Publications Inc., Phil- 
adelphia, has appointed Kenneth 
Chernin promotion supervisor of 
its radio and television division. 
Mr. Chernin joined Triangle’s pro- 
motion department in June after 
two years with the American Assn. 
of Advertising Agencies, New 
York. 

Triangle also has named Edward 
D. Taddei general manager of 
WNHC (am and fm) and WNHC- 
| TV, Triangle stations in New Ha- 
| ven, Conn. Mr. Taddei has been 
‘associated with the New Haven 
stations since 1944, having served 
as exec vp of Elm City Broadcast- 
ing Corp., former owner of the 
stations. Aldo DeDominicis, retir- 
ing genera] manager, will continue 
with the New Haven stations as a 
consultant. 
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**Politicians are all alike!”’ 


“Cowboy movies are all altke!”’ 


‘Restaurant food ts all altke!”’ 


“Cigarettes are all alike!” 


Fortunately these often spoken 
generalities are never true 
for there are always some 

men and organizations that 
strive just a little harder to 


make themselves finer. 


Collins, Miller 
& Hutchings, inc. 


Amertca’s Finest 


Photoengraving Plant 


333 West Lake Street, Chicago 6 
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Here, the excitement of the busy week 


Mem 


hoe 


BUSINESS * 
a. 


A MeGraw-Hill Publication 


r Audit 


Bureau of ( 


irculations 


Four angry days it roars defiance. Then, defeat. . . as 
water, pumped down a neighboring well, chokes off the 
gas a half-mile below. Weary management goes back 


to the office. . . Drilling resumes at No. 7. 


Businessmen are used to putting out fires. Many they smother before 
they smolder, thanks to Business Week—vigilant to spark, sensitive to 
smoke. For this is an extraordinary magazine . . . quite possibly prosaic 
to the uninitiated, but red-blooded to the professional of business. This 
is his own adventure story, “continued next week” —the truth that is 
truly stranger than fiction. There are a hundred magazines that can take 
any man as far away from ““Monday-to-Friday” as he wants to go.. . 
just one magazine that mirrors for a management man the excitement 
of the busy week: the tempo and temperature of its news, the movement 
of its goods, the disposition of its people, the accounting of its dollars. 
As a reader, inevitably, he votes Business Week “‘most useful” of all 
general, general-business, and news magazines. As an advertiser, he 
has made it America’s leading general-business marketplace . . . dis- 
playing more advertised goods and services—more pages than any 
other magazine scored by PIB. You advertise in Business Week when 


you want to influence management men. 
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ART is A 
DEPT 
E i ace PROBLEM “ 
=—— . 
yf? WASTING YOUR TIME ‘ 
If your agency is scattered about your building . . . 
COPY with a department here, another there . . . and the 
DEPT. account section somewhere else . . . time’s a’'wasting! 
: Why not wrap up the whole shop efficiently on one 
Rus convenient floor (or several consecutive floors, if 

/ that’s your style)? 

, As one of the largest rental and building manage- 
ment firms in New York, we know just what office 
space is available in the convenient midtown agency 
area, and how to gauge your requirements. 

We have helped many another successful and ex- 
ACCOUNT panding advertising agency to make a smart move— 
EXECUTIVE we can help you, too. 
Write, phone or wire for more information to: 
CUSHMANs 
WAKEFIELD: 
MEDIA 281 Madison Ave. New York 17, N. Y. 
Ae MUrray Hill 6-4200 


Dayton Papers Merge 

The Evening News Publishing 
Co., Dayton, O., has absorbed the 
Journal Herald Publishing Co., its 


name of the Evening News Pub- 
lishing Co. has been changed to| 


a technicality and will have no 
effect on the publication or policies 
of either newspaper. 


Sheraton Corp. Names Toole 
Sheraton Corp. of America has 
appointed Philip B. Toole assistant 
to the director of advertising. Mr. 
Toole, formerly an account execu- 
tive with Harold Cabot & Co., will 
work under the direction of Wil- 
liam Morton, 2nd vp and director 


of advertising, in Boston. 


_Millison Named KRTV Manager 

Richard K. Millison, for the past 
eight years promotion and research 
director of the Portland Oregonian, 


|station KRTV, Hillsboro, Ore., a 
| Portland suburb. 


DOLLAR 


will go 
a long way 


Take 8 a.m. to 12 noon as an example... 


Wien you consider what's happened to the 
purchasing power of the dollar, it’s mighty im- 
pressive to see what a buck will still buy in 
national spot radio— especially WHO Radio! 


on WHO Radio. 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 1-minute spot between 
8 a.m. and 12 noon will deliver 53,953 
actual listening homes. 


WHO.TV, 
woc.Tv, 


That's 1,136 homes for a dollar, or 1,000 
homes for $.88 —ALL LISTENING TO WHO! 


That's the rock-bottom minimum. Over and 
above this proven audience, 50,000-watt WHO 
is heard by hundreds of thousands of unmeasured 
listeners, both in and outside lowa. Bonus in- 
cludes lowa’s 573,000 car radios and 527,000 
extra home sets—plus vast audience in “lowa 
Plus”! 


these days on WHO Radio! 


Let your PGW Colonel give you all the facts 


(Computations based on projecting Nielsen 
figures and 1955 lowa Radio Audience Survey 
data against our 26-time rate.) 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 
Des Moines 
Davenport 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


| 
| 


| company, 


Advertising Age, January 14, 1957 


Benson-Brooks Will 
Open in Chicago to 


wholly-owned subsidiary. The) Serve Negro Market 


Cuicaco, Jan. 8—Al Benson, 


Dayton Newspaper Inc. Officials} veteran Negro radio personality 
of the News said that the merger is| and disc jockey, is going to take 


a fling at the agency business. 
Mr. Benson and his partner, Lee 
Brooks, a white adman, opened an 


| advertising agency and consulting 


Benson-Brooks Adver- 
tising Agency Inc., last week at 
2642 S. Michigan Ave. 

“I want to make it clear that we 
are not competing with any other 
agency, and we do not intend to 
take away any business from other 
agencies,” Mr. Benson told Apver- 
TISING AGE. “We want to be of real 
service to agencies and advertisers 
and help them to sell the Negro 
market.” 


has assumed management of radio | 


s Here is the Benson plan as he 
outlined it to AA: The new agency 
will operate only in Negro markets. 
If the initial operation is success- 
ful, branch offices may be opened 
later in other cities with large 
concentrations of Negro population. 

In addition to handling projects 
for national advertisers and other 
agencies, Benson-Brooks also will 
solicit advertising of Negro com- 
panies and other companies that 
sell products primarily or exclu- 
sively to Negroes. 

The new agency will be strong 
on promotional and merchandising 
projects, although it will have full 
facilities to produce and place ad- 
vertising. 

The agency will be an inter- 
racial one, but Negroes will be 
used for outside contact work. 


s “I have sold all kinds of prod- 
ucts to the Negro market here for 
the past 13 years on radio,”’ Mr. 
Benson said. “I feel that I know 
the Negro, how to reach him and 
what he will or will not buy.” 

| Mr. Benson told AA that he 
_ hopes to start his business with 
seven clients, four of whom are 
| national advertisers. He declined 
to name any of the clients, explain- 
ing that all details had not been 
consummated. 

The agency will be headed by 
Mr. Benson, who will be_president, 
and Mr. Brooks, vp and general 
| manager. Other key personnel are 
Oliver Edwards, media director; 
James Brown, public relations di- 
rector, and Miss Willie Brooks, as- 
sistant media director. The agency 
will have a staff of 12, including 
two copywriters and an artist. 

“All the advertisers and agencies 
| that I have talked to have been 
| interested in my plans,”’ Mr. Ben- 
son said. “I know I can do a job 
for them in selling their products.” 

Benson-Brooks has made appli- 


/eation for membership in_ the 
| American Assn. of Advertising 
| Agencies, he said, and also has 


made credit applications to vari- 
ous media. He estimated that the 
agency will do a minimum gross 
business of $200,000 this year. 

Mr. Benson, who plans to con- 
tinue in radio, currently is on sta- 
tion WGES from 3 p.m. to 6 p.m. 
daily, Monday through Saturday. 
Prior to entering radio 13 years 
ago, he was a probation officer, 
minister and railroad cook. He is a 
graduate of Jackson Normal Col- 
lege, Jackson, Miss. 


Toastmaster Names Gibbs 
H. Louis Gibbs has been ap- 
pointed advertising and sales pro- 
motion manager of the commercial 
equipment department of Toast- 
master Products division, McGraw 
| Electric Co., Elgin, Ill. Before join- 
ing Toastmaster, Mr. Gibbs served 
as sales promotion manager of 
Triangle Industries Corp., Chicago, 
| and supervised sales promotion and 
| sales training activities for Deep- 
freeze Home Appliances, North 
' Chicago. 
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You move goods in the prosperous Greater Philadelphia market when 
your sales messages are read in the home by the entire family. The 
home newspaper in this multi-billion-dollar market is The Evening 
and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 


Now—R.O.P. spot and full color seven days a week. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


Win. oo cea May an 


The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 
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Retailers Are Not Making Full Use 
of Advertising, Kindler Tells NRDGA 


Ad Budget Has Not Kept, 
Up with Other Expenses, 
Store Exec Tells Group 


New York, Jan. 10—Advertising | 
dominated the agenda this week at 
the 46th annual convention of the 
National Retail Dry Goods Assn. 
here this week. 

A. H. Kindler, treasurer and con- 
troller, G. M. McKelvey Co., 
Youngstown, told the conference 
that “advertising is to a store what 
freedom of speech is to you and 
me.” 

Commenting on ad costs, Mr. 
Kindler pointed out that “begin- 
ning with a rather level plane for 
the years 1940 through 1945, we 
begin a steady and pronounced 
climb. At Dec. 31, 1956, we find 
ourselves paying in the neighbor- 
hood of 38% more per milline than 
at Dec. 31, 1956, and more than 
50% per agate line. 

“In addition to increased prices 
for space,” he said, “we have tv 
fighting for a share of the budget. 
Undoubtedly it has its place, but 
as a general proposition, I have 
seen little in the nature of retail 
tv that quite measures up to news- 
paper advertising in displaying the 
personality of a store. Tv is still 
supplementary to newspaper ad- 
vertising.” 


@ On the trend of advertising costs 
in terms of percentage of sales, Mr. 
Kindler said, it was roughly 3.7% 
from 1936 through 1940, then there 
was a sharp drop to 2.3% throvgh 
World War II, then slightly up 
through ‘46 and °'47 to 2.6% from 
’48 through 1950. Since then, he 
said, it has held at about 2.8%. 
“If advertising is a selling tool,” 
Mr. Kindler said, “let’s get a little 
more flexibility into our thinking 


and doing. For example, in 1949, | 
when department store sales were} 
off 5% from 1948, in which year | 
we enjoyed an increase of 5% over | 
‘47, the advertising cost percentage | 
was stationary. Everything else in 
the expense budget went up. In 
1950 sales jumped 6.4% but adver- 
tising still stayed at 2.65%. 

“We do not attempt to say that 
advertising is a cure-all, though too 


Explanation: ~~ . 

TULSA, No. 2 Market 
Plus 

MUSKOGEE, No. 3 Market 
Equals 

OKLAHOMA'S BIGGEST 

MARKET! 

and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


Charwmel 


often it has been used that way,” 
Mr. Kindler said, “but it should be 
clear from the record that if ad- 
vertising has a ‘pumping’ value, it 
has not always been used in that 
potential.” 

In conclusion, Mr. Kindler sug- 
gested that “how the advertising 
money is administered is perhaps 
more important than how much is 
spent.” 


s H. H. MacLean, assistant to the 
advertising director of the Scripps- 
Howard Newspapers, New York, 
said there is bound to be a certain 


amount of waste in advertising just 
as there is in any other phase of a 
store’s operation. “The important 
thing to realize, however,” he said, 
“is that there can be more waste in 
a 2% advertising appropriation 
than in 5% if the budget isn’t 


planned in the first place to do a 
job for the store.” 

He urged retailers to let their 
|local newspapers give them more 
help in planning programs season- 
ally for departments and for the 
store as a whole. 

Mr. MacLean also reported that 
the production of a manual on 
newspaper advertising being pre- 
pared by a joint committee of the 
Newspaper Advertising Executives 
Assn. and NRDGA is expected to 
be ready in May. 


8 William J. McLaughlin, sales 


promotion manager of McCurdy & 
Co., Rochester, N. Y., speaking on 
cooperative advertising, said it is as 
/much a part of retail operation as 
|stock control, cash discounts and 
mark-up. 


s But, he pointed out, the planning 
and preparation of an advertise- 
ment takes time, talent and money. 
“Yet, a manufacturer is willing to 
|pay a share of the net retail rate, 
|in other words, only for the blank 
white space in a newspaper. A rate, 
by the way, which a store earns by 
buying thousands, even millions of 
|agate lines annually, at a cost that 
|represents the lion’s share of the 
annual advertising budget. 

“When a resource shares in the 
cost of advertising his product un- 
der a sfore’s signature,” Mr. Mc- 


Advertising Age, January 14, 1957 


Laughlin said, “he is buying more 
than white space, and he should. 
He shares his good name with the 
store’s good name. Because two 
good names are better than one, he 
knows the public acceptance of his 
product will be greater, his sales 
better.” 

As a way to help cooperative ad- 
vertising work more smoothly, Mr. 
McLaughlin suggested that “each 
store carefully compute all produc- 
tion costs plus linage and establish 
a total cost. Put it in writing. Your 
resource will recognize your honest 
efforts to work with him in com- 
plete harmony, and he will have a 
more comprehensive picture of 
your promotional program.” 


® Samuel Cohen, advertising di- 
rector, Hecht Co., Washington, 
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Advertising Age, January 14, 1957 


told the meeting that his company’s 
advertising and promotional pro- 
gram is designed to reach five im- 
portant “publics,” namely, its 
sources of supply, its employes, its 
customers, its stockholders, and 
opinion-making groups within its 
marketing area. Mr. Cohen said the 
program was “an aggressive ap- 
proach to public relations,” and 
that it has been an “important 
contributory factor in the store’s 
growth.” 

Kalman B. Druck, vp of Carl 
Byoir & Associates, New York pub- 
lic relations organization, reported 
that more retailers are following 
the pattern set by other industries 
in using organized programs of 
public relations “as a new approach 
to problems of profits, sales and 


human relations. Stores will! Agnastones business in 1957,” he 


achieve a good level of public rela- 
tions performance when they come 
to think in terms not only of better- 
ing last year’s sales volume but al- 
so of bettering last year’s public 
opinion.” 


® Malcolm P. McNair, professor of 
retailing of the Harvard Graduate 
School of Business Administration, 
predicted “that business will not 
turn down in 1957 but that it will 
flatten out its rate of growth con- 
siderably. Increases in dollar mag- 
nitudes, as compared with 1956, 
will be registered,” he said, “but 
the physical component of these in- 
creases is likely to be small.” 

Dr. McNair said he did not con- 
sider this a pessimistic forecast. 
This “kind of performance by 


said, “will represent a period of 
necessary stabilization, a needed 
breathing spell, to insure a vigor- 
ous forward advance a little later.” 


« A survey conducted by NRDGA, 
released at the convention, shows 
volume in the typical department 
store in 1956 was 5% above 1955 in 
dollars and 1% above in units of 
sales. 

For the first half of 1957, the sur- 
vey indicates a 3% increase in 
sales, in dollars, over the corres- 
ponding period of 1956. 

J. Gordon Dakins, executive vp 
of NRDGA, in releasing the survey 
said that “shrinking profits leave 
little opportunity, particularly 
among smaller stores, for accumu- 
lating additional capital to offset 
the effects of inflation or to pro- 


vide for expansion. 

The deterioration of downtown 
areas in cities as a result of popula- 
tion shifts to the suburbs received 
a good deal of attention. 


s Victor Gruen of Victor Gruen & 
Associates, New York, city plan- 


ning consultant, declared that “if) 


we let downtown deteriorate, our 
cities will be transformed into 


doughnuts with all the ‘dough’ on | 
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between downtown structures, he 
said, must be emptied, and today’s 
hellish canyons of traffic trans- 
formed into malls and courts and 
plazas with trees and shrubs. The 
increased productivity of such 
areas, he said, would more than 
pay the cost of rehabilitation. 

“It is economically just as im- 
portant and just as sound to create 
real estate values by making high 
priced commercial areas of a pota- 


the outside and a hole in the | to field in the suburbs, as it is to 


middle. 

“If suburbia lets ‘downtown’ 
down,” he said, “suburban taxes 
will go up. If we let the hearts of 
our cities die, the bodies will die 
with them, and so will the spirit.” 

Mr. Gruen analyzed the advan- 
tages of a number of regional shop- 
ping centers he has designed. Areas 


Home owners? 


..» [he News has more readers in home owning 
families than all other New York morning papers 


combined...or all evening papers combined! 


Or, as the researchers state it more stuffily, 
The News has 1,610,000 adult readers living 
in owned homes, situated in New York 
City and suburbs: 


1,000,000 more than the Mirror 
1,090,000 more than the 
Journal-American 
1,150,000 more than the 
World-Telegram & Sun 
1,180,000 more than the Times 
1,260,000 more than the 
Herald Tribune 
1,370,000 more than the Post 


Prefer percentages? Then The News has 
40% of all New York City adult readers l.i.o.h. 
in the area previously specified. 

Even staid bankers admit unreservedly 
that home owners are hotter prospects than 
hall-roomers or rent receipt savers; and loan 


The [af News, New York’s Picture Newspaper . . . 


them lots of money freely. If you now sell 
something that makes a house a home, etc., 
then The News should be big news to you. 

You may be quite surprised to learn that 
there are so many home owners in the 
New York market—or that one newspaper 
dishes up so many of them on its small, reads 
faster and livelier, pages (adv). 

But just remember that The News has 
more families with children, upper incomes, 
liquor drinkers, car owners, two-car owners, 
coupon clippers, and (rah! rah!) college alumni 
—more market for everything—than any other 
medium can offer in New York City and 
suburbs. Or any other place, come te think 
of it! And The News audience doesn’t dial out 
on you, is dependable—every day and Sunday! 

If you want to make more friends and 
influence people, call the nearest New York 
News office right away! 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 


prevent the drop of value of a con- 
centrated commercial area by pre- 
venting it from becoming a potato 
field.” 


s Richard H. Rich, president of 
Rich’s Inc., Atlanta, was elected 
president of NRDGA to succeed 
Philip M. Talbott, senior vp of 
Woodward & Lothrop, Washington. 
Three new vps elected are Gor- 
don K. Greenfield, president, 
Franklyn Simon, New York; W. 
Earl Miller, executive vp, E. Schus- 
ter & Co., Milwaukee, and Clark E. 
Simon, president, Cole’s Depart- 
ment Store, Billings, Mont. 


TIME 745 
TABLE? 


When you're in 
a hurry to reach 
your sales goal, 
take the Lemarge 
direct mail way. 
Our completely 
mechanized mailing service 
gets you there on time. 


qe = 
a gs 
/ 
THE COMPLETE \ 
/MAILING SERVICE \ 


Market Research 
Mailing Lists 


Multigraphing 


Imprinting 
Cutting & Folding 
Copy & Art 


\ 
\ 
| 
| 
Mechanical & Hand | 
| 
| 
| 
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Inserting 
Addressing 
Terminal Sorting 


Scheduling & Stock 
Control 


Working on 
a tight schedule? 
It’s time to call / 


417 SOUTH JEFFERSON STREET 


CHICAGO 7, ILLINOIS 
HArrison 7-1030 
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How Sperry Gives 


Ss. 


an ~* 


S. MARIPOSA 


By ae a 
ee 


P i 
ais 


John L. Hammond Tells How Reading Business 
Publications Smoothed the Course for Engineers. 


Now at sea on the Matson Line’s S. S. Mariposa, 
the new Sperry Gyrofin* Ship Stabilizer elimi- 
nates up to 90% of roll. John L. Hammond, 
Marine Division Manager of the Sperry Gyroscope 
Division of Sperry Rand, tells of the work behind 
this new development: 

“Studies of fin-controlling of ship stabilizing 
have been under way here at Sperry for over 10 
years. In that time, marine engineers, electronics 
specialists, computer designers and naval architects 


are only some of the many people who were in- 


volved in planning, designing and producing this 
latest boon to passenger comfort and to the 
prevention of cargo damage while at sea. 

“It has been my experience that any project in- 
volving so many varied fields of interest requires 
a constant interchange of ideas, techniques, and 
skills on the part of a large number of people. At 
Sperry, our men rely heavily on business and tech- 
nical magazines to keep abreast of industrial 
activity, as well as developments in their own 
specific fields.” 


*Trade-Mark. 
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and acceleration “Instructions” ar 
automatically transmitted to” 
Sperry 


At Sperry Rand, 2,227 Key Men Pay to Read 
One or More McGraw-Hill Magazines 


Throughout a multi-division organization like 
Sperry Rand Corporation — and everywhere in 
business and industry — the men who plan and 
produce, the ones who make the major decisions, 
are readers of McGraw-Hill magazines. Reason for 
this marked preference is simple: 485 full-time 
editors—every one with detailed knowledge of 


the fields, problems and interests of their readers— 


McGraw-Hill Magazines 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N.Y 


produce magazines that are first choice among 
their readers on the basis of how much day-to- 
day help they give. 

When you “mechanize” your selling through 
advertising in McGraw-Hill magazines, you relieve 
your sales force of many of the preliminary steps 
to a firm order. You are addressing a responsive, 
action-taking group of readers — representing 
billions of dollars in purchasing 
power. And you are reaching 


them for pennies per call. 
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Y&R Transters Dyke 


Young & Rubicam has given Ken 
R. Dyke a new assignment—-vp 
of the international division. Mr. 
Dyke has been vp in charge of 
publicity and public relations, re- 
porting directly to Sigurd Larmon, 
president of Y&R. Mr. Dyke will 
now report to Harry Enders, vp 
and director of the international 
division. Serving under them will 
be Richard Penn, who has been ap- 
pointed manager of the interna- 
tional division group in New York. 
Mr. Penn was one of the founders 
of Zerbe-Penn, Puerto Rican agen- 
cy purchased by Y&R last year. 


Maass, Richards Elected 

William G. Maass, publisher of 
Aviation Age and Institutional 
Feeding & Housing, and Raymond 
G. Richards, publisher of Purchas- 
ing Magazine, have been elected di- 
rectors of Conover-Mast Publica- 
tions, New York. 


Astengo Joins Ted Bates 


John F. Astengo, formerly with 
Robinson-Hannagan Associates, 
has joined the Hollywood staff of 
Ted Bates & Co. to handle publicity 
and merchandising. 


A GREAT Little PREMIUM! 


Hondi-Kutter 


CLICK——It's A Razor-Blade Knife! 


9 


cuck— Sefe for Pocket ~ he -_~ 

EVERYBODY can use it . 1 fer 

| ———~— sales — building pee, will. 
‘ompact — attractive ample 

space for imprinting name or trademark. 
Ask for FREE Sample, Prices, and 
Details about Ad Card Distribution 
Method. 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 


Department Store Sales... 


Wasuincton, Jan. 10—Depart- 
ment store sales during 1956 were 
4% ahead of the year 1955, the 
Federal Reserve Board reported 
today. 

For the first week of 1957, end- 
ing Jan. 5, sales showed no change 
over the comparable week of 1956. 
For the four weeks to that date, 
they were 9% ahead of the similar 
period a year ago. 


s Of the 12 FRB districts, only five 
showed gains for the week ending 


1956 Shows 4% Gain Over 1955 


Metropolitan Areas 


Downtown Boston 
Suburban Boston 
Cambridge 


Springfield .................. 


Providence .................... aie 


New York District .. 


New Jersey .... 
Newark ... 
New York ..... 


Department Store 
Sales Barometer 


Change from 1956 


Week Ended 


Jan. 5, 1967 | “° cBance 


Jan. 1 to 


Dec. 29,56 | J + 4% 


Jan. 5. These were Philadelphia, 
1%; Richmond, 3%; Atlanta, 2%; 
Kansas City, 4%, and San Francis- 
co, 1%. New York reported no 
change. The remaining districts, all 
of whose sales ran behind 1956, 
were Boston, 1%; Cleveland, 3%; 
Chicago, 4%; St. Louis, 7%; Min- 
neapolis, 1%, and Dallas, 2%. 

A detailed breakdown of the 
figures for each of these districts 
will be available next week. Mean- 
while, for the previous two weeks, 
sales broke down as follows: 


% Change from "55 

Week ending 
Federal Reserve Dec. Dec. 
District, Area and City 22 29+ 


UNITED STATES a PMS 487 
Boston District .... - 6 60 


FORT WAYNE NEWSPAPERS, INC., Agent 


AREA SHOWS INCREASE OF 
32,789 IN SIX YEARS 


Syracuse 


Philadelphia District ............ 


Metropolitan Areas 
Wilmington 


ESE 
I + 


Philadelphia 
Reading . 
Scranton 
Wilkes-Ba 


Cleveland District .................. 


Metropolitan Areas 
LOXINBtON .........00000000- 


Cincinnati ..... 
Cleveland 
Columb 
Springfield 


Pittsburgh 


Wheeling-Steubenvilie pn 


Richmond District .............. 
Metropolitan Areas 
Washington 


Downtown Washington 


Baltimore 
Downtown Baltimore 
Richmond 
Atlanta District ................... 
Metropolitan Areas 
Birmingham 
Jacksonville 


New Orleans 

Knoxville 

Nashville 
City 


Chicago District ...................... 
Metropolitan Areas 

Chicago 

Indianapolis . 

Detroit 

Milwaukee 
St. Louis District ................... 
Metropolitan Areas 

Little Rock 

Louisville 


Memphis 
Minneapolis District 
Metropolitan Areas 
Minneapolis-St. Paul 
Minneapolis and Suburbs 
St. Paul . 
Cities 
Duluth-Superior ..... 


Kansas City District . 


Metropolitan Areas 


Albuquerque ............. 
Oklahoma weendh . 
a — 
Cities 

GE wicensneamnasenovesecsesvvee 
Kansas City 


Dallas District ....... 
Metropolitan Areas” 


QUAD-CITIES 


Poa Fy 


i hat) ty i 1 
thie { a 
ly 


NOW OVER 


1/4 MILLION PEOPLE 


WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND * MOLINE + EAST MOLINE 


where 9 out of 10 families read 
THE DISPATCH or THE ARGUS 


Represented By - ey ’ 


ALLEN-KLAPP CO, ty 


‘The Rock Island Argus 


‘The Moline Dispatch 7 


N Mie pe 


“hate tee 
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big, \ 
“ee 


FAMILY PARTY—New additions to the family of Elsie the Cow—twin 

calves—pose with Harold W. Comfort, president, at Borden’s cen- 

tennial kick-off meeting held for employes. The twins are the 
subject of a nationwide naming contest with $100,000 in prizes. 


H 

San Antonio . 
San Francisco District .......... 
Metropolitan Areas 

Los Angeles-Long Beach 

Downtown Los Angeles 

Westside Los Angeles 

Sacramento 

San Diego 

San Francisco-Oakland 

San Francisco City 

Oakland City . 

Portland 


*—Data not available. 


«| ?This year there was one shopping day 


before Christmas, while last year there 
was none. 


Sperry Rand ‘Unfair’ 
to Fair Trade Razor 
to Retailers: FTC 


WaAsHINGTON, Jan. 8—The Fed- 
eral Trade Commission contended 
today that Sperry Rand Corp. 
should not be allowed to fair trade 
Remington razors which are sold 
by independent retailers compet- 
ing with Remington’s own service 
stores. 

The commission’s 


Borden to Promote 
Calf-Naming Contest 
With 4-Media Push 


New York, Jan. 9—The Borden 
Co.—marking its 100th anniversary 
year—is sponsoring a $100,000 
“Name the Twins” contest. The 
twins are offspring of Elsie the 
Cow, the company’s trademark, 
}and Elmer the Bull. 
| Advertising for the contest— 
which will be in addition to its 
|regular ad insertions—includes 
|color spreads in Life, Look and 
The Saturday Evening Post, and 
color pages in the First Three Mar- 
kets Group, Parade, The American 
Weekly, and This Week Magazine. 

Color spreads are scheduled for 
Chain Store Age, Food Topics, 
Progressive Grocer, Supermarket 
Merchandising and Voluntary and 
Cooperative Groups Magazine. Ad- 
vertising in Canadian publications 
is also planned. 


s The contest—which will run 
through March 30—will offer cash 
prizes of $25,000, $5,000 and $1,000 
and merchandise prizes worth $69,- 


000 at retail. Names for Elmer’s 


attack on | and Elsie’s bull calf and heifer 


Sperry Rand’s fair trade system is| must be accompanied by a label 


similar to the complaint which 
was lodged against Doubleday for 
fair trading books which inde- 
pendent booksellers offer in com- 
petition with Doubleday’s own 
stores. 


® The commission said Sperry 
Rand is the nation’s biggest pro- 
ducer of shavers, 
$44,000,000 in 
through 26 wholly owned branch- 
es and 130 service stores, which 
compete with 1,600 independent 
wholesalers and between 35,000 
and 75,000 retailers. 

FTC also complained that Sper- 
ry Rand gave retail chains dis- 


counts of 50%, while wholesaler |“ 


distributors were allowed only 


40%. A third count of the com-| 


plaint said some outlets got more 
favorable advertising allowances 
than others, based chiefly on indi- 
vidual negotiation. 


Three Join Ralston Purina 
Three former members of Gard- 
ner Advertising Co.’s farm ac- 
count group have joined the ad- 
vertising department of Ralston 
Purina Co., St. Louis. They are 
R. L. Wood, formerly a Gardner 
West Coast representative, who 
will be responsible for all compa- 
ny-sponsored radio and television; 


Lloyd F. Clay, who will work in | 


poultry products advertising, and 
Donald M. Peach, who will work | 
in livestock products advertising. | 
Mr. Clay and Mr. Peach had 
worked on the Purina advertising 
account at Gardner’s offices in St. | 


Louis. 


or product identification from one 
of 800 Borden products. 

Tying in with the contest will be 
a “twin” merchandising drive pro- 
moting the purchase of two Borden 
products instead of one. 

Young & Rubicam will handle 
contest advertising, in cooperation 
with other Borden agencies. These 


with sales of | include Benton & Bowles, Doherty, 
1955. It selis| 


Clifford, Steers & Shenfield, Fuller 
& Smith & Ross and local agencies. 
Borden said it plans “an extensive 
divisional and local advertising 
program to supplement its general 
advertising effort.” 

The contest will also be pro- 
moted via mentions on Borden’s 
People’s Choice” and “Fury”’ tele- 
|vision programs. Mentions will 
also be made on “Queen For a 
Day.” 


8 Meanwhile, Harold W. Comfort, 
president, estimated 1956 company 
sales at $875,000,000 and profits of 
“somewhat over” $23,000,000 or 
above $5 a share. He predicted that 
Borden sales for 1957 would reach 
about $940,000,000 and that profits 
would be “well ahead” of any 
previous year. 

He said the Borden centennial 

|will be observed throughout the 
|year, “with a highly intensified 
advertising and promotional pro- 
| gram.” 
Borden also will spend $150,v00,- 
| 000 to expand and modernize its 
physical facilities in the next five 
years, Mr. Comfort added. A ma- 
jor part of the expansion will be 
provided by depreciation accruals 
jand out of retained earnings, he 
i said. 
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IGHT about now everyone seems to be taking a look at 

how his business fared in 1956. We did, too—not just 

at our own business, but at the whole magazine business. 

Magazines, as you know, ended up 1956 with more ad- 

vertising revenue than ever and LIFE, by an even larger 
margin than before, continues to lead the field. 


Here in brief is LIFE’s 1956 record. 


ADVERTISING REVENUE—at an all-time high! 
In1956LIFE’s advertising revenue totaled $137,350,000 


. . . topping the previous record year of 1955 by over 
$16,000,000. 


ADVERTISING PAGES—at an all-time high! 
Up zoomed the number of LIFE’s advertising pages in 
1956 to 4,654 . . . way above the old record of 4,398 
pages set in 1955—33% more than any other big 
magazine. 

CIRCULATION—at an all-time high! 
Climbing steadily during 1956, LIFE moves into 1957 
with circulation at a whopping 5,740,000 copies per 
week . . . nearly 200,000 more than it had in the 2nd 
half of 1955. 


RETAIL RANKING—at all-time high! 
Retailers in major fields rank LIFE their No. 1 maga- 
zine to read, their No. 1 magazine to sell with—and 
they tie in with advertising in LIFE far more than with 
the advertising in any other magazine. 

All this was no accident. The reason for LIFE’s increasing 


circulation success has been LIFE’s outstanding editorial 
quality. 


You certainly remember how you lived the tragic last 
moments of the Andrea Doria through LIFE’s stirring pic- 
ture report . . . the controversy that flared over LIFE’s 
courageous Background of Segregation series . . . Churchill’s 
monumental History of the English-Speaking Peoples ... 
the minute by minute re-creation of Pearl Harbor in Walter 
Lord’s graphic Day of Infamy . . . the fascinating look at 
The American Woman you got in LIFE’s special two-in-one 
holiday issue. 


The reason for LIFE’s increasing advertising success lies 
in the fact that LIFE has a way of finding the story and 
drawing readers into it, whatever its subject . . . of making 
them feel it and react to it. That’s why people respond to 


LIFE . . . to its text, its pictures, and to the advertising 
messages on its pages. 


9 Rockefeller Plaza, New York 20, N. Y. 


SOURCES: Circulation: Publisher's Estimate, (July-Dec. 1956) 


Advertising Revenue: Publisher's Estimate, (gross figures, Jan.-Dec. 1956) 


Advertising Pages: Publisher's Estimate, (Jan.-Dec. 1956). Retail Ranking: Audits & Surveys, Inc. 
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Heinz Heralds 
‘57 as (Natch) 
Iis Own Year — 


(Picture on Page 1) 

PitTspuRGH, Jan. 9—H. J. Heinz 
Co. and its 57 Varieties are herald- 
ing the arrival of 1957, “the Heinz 
year,” with a once-in-a-century | 
“57 Sell-a-Bration.” 

During the first three months of 
its favorite year Heinz will promote | 
11 of its varieties at special prices | 
via 23 magazines, two tv shows and 
a 30-piece store display kit. 

Products to be singled out for 
special attention include three 
kinds of soup, spaghetti, beans, 
strained and junior foods, ketchup, 
vinegar and two kinds of pickles. 


® The Sell-a-Bration will start in 
the Feb. 4 Life with a color spread 
headlined “Our Best Buys to You 
in ’57.” The copy states that “Your 
grocer is joining with Heinz to 
help us celebrate the calendar year 
*57—our trademark. This storewide 
offering of great eating for little 
money will be one of the biggest 
food events of the year. It will pay 
you to watch for it in your grocer’s 
advertising.” 

The ad then advises: “You can 
stock up and save on the very fin- 
est foods, for both Heinz products | 
and other top-quality items will be | 
featured at unusually attractive 
prices throughout your grocer’s 
store. Coming soon—‘57 Sell-a 
Bration’ with the best buys of ’57!” 

Additional ads have also been 
scheduled during the promotion 
period in the Alford Baby Group, | 
American Baby, Baby Post, Baby | 
Talk, Boy’s Life, Ebony, Every-| 
woman’s Magazine, Field & Stream, | 
Family Circle, Look, McCall's, 
Modern Romances, My Baby, Out- | 
door Life, Parents’ Magazine, | 
Sports Afield, The Saturday Even- | 
ing Post, True Confessions, True 
Story, Woman’s Day, Western 
Family, and Your New Baby. 


® The “Sell-a-Bration” varieties 
will also be featured in commer- 
cials on Heinz’s network tv shows, 
“Captain Gallant of the Foreign 
Legion” (NBC-TV) and “Studio 
57,” which is carried on a spot basis 
over approximately 46 stations. 

Participating retailers have re- 
ceived a 30-piece display kit in-| 
cluding pennants, center pieces, | 
banners, window banners, shelf 
talkers and case talkers. 

Maxon Inc., Detroit, is the Heinz 
agency for grocery products. 


SPARK EVERY PROMOTION 


LOY PTE 


St. Lawrence Corp., 
Consolidated Boost 


Newsprint Prices 


New York, Jan. 10—Consolidat- 
ed Paper Corp. and St. Lawrence 
Corp. have both followed Abitibi 
Power & Paper Co. in advancing 
their newsprint prices $4 a ton, 
effective March 1. 

Total rated capacity of Canadian 
producers is 6,242,514 tons. Ac- 
cording to American Newspaper 
Publishers Assn., the rated capac- 
ity of the three mills that have 
announced price increases repre- 
sents approximately one-third of 
all Canadian capacity. 

Price clauses in St. Lawrence 
contracts are tied in with Interna- 


tional Paper Co., and Consolidated 
has a tie-in on some contracts with 
Abitibi’s price, according to ANPA. 
Other mills are expected to raise 
their prices shortly following the 
custom that has been traditional 
whenever a major producer in- 
creases quotations. This will make 
the delivered contract price for 
newsprint here $135 a ton. 


® It is perhaps noteworthy that 
spot business in newsprint here has 
virtualiy dried up, reflecting the 
easier balance between supply and 
demand. A year ago lots of spot 
sales were being made at $190 a 
ton and up. 

All of the three mills that have 
upped their prices made cutbacks 
on contract tonnage in 1956, and 
because of contract cutbacks, 


ANPA says, publishers were forced 
to spend about $20,000,000 in the 
spot market, “much of which 
would have been unnecessary had 
the mills supplied the tonnage 
called for by contracts.” 

The Inter-American Press Assn., 
through its president, Guillermo 
Martinez Marquez, editor of El 
Pais, Havana, this week expressed 
alarm over probable political and 
economic consequences of the in- 
creased price of Canadian news- 
print on independent newspapers 
in Latin America. 


s In Canada, it is still undeter- 
mined whether or not the price 
hike will apply to Canadian news- 
papers. It is thought probable that 
Quebec Premier Maurice Duples- 
sis would intervene to protect 
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newspapers in Quebec Province. 

He said last weekend that he 
would not hestitate to apply to pro- 
vincial newsprint controls legisla- 
tion should producers fail to re- 
spect the law. This would enable 
him to invoke legislation providing 
penalties for newsprint mills if 
they failed to give Quebec news- 
papers a price break. Quebec pub- 
lishers normally pay $4 a ton less 
than the New York price because 
of lower transportation costs. 


King Joins Institute 

Henry B. King, formerly execu- 
tive secretary of the Cooperative 
Food Distributors of America, has 
been appointed to the new post of 
assistant to the executive director 
of the Super Market Institute. His 
headquarters are in Chicago. 


CHAMPION Sets the 


Location, too, makes Champion quality 


a matchless supply of vital papermaking chemicals, and 
unlimited amounts of natural gas for economical fuel. 
With facilities and economies such as these, Champion is 


Here is Champion’s huge and efficient mill on the Houston 
Ship Channel at Pasadena, Texas. Like other Champion 
mills, it is strategically located in a region that is abundant 
in transportation facilities, rich in natural resources. Near 
at hand are the dense pine and hardwood forests of Texas, 


The PHOTOMATIC Co. 


53-59 E. illinois St. * Chicago 11, Il. 
Phone WHitehal! 4.2930 


able to serve its customers with ever better paper products 
and maintain its leadership in the papermaking industry. 
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GM Says 2 Magazines 
Falsely Imply They 
Are Indorsed by GM 


Detroit, Jan. 10—General Mo- 
tors Corp. and its Packard Electric 
division are mailing letters which 
say that The Skilled Tradesman 
and The American Craftsman are 
magazines which have not been 
“approved or indorsed by” GM or 
any of its divisions. 

The companies said their letters 
—which are identical—grew out 
of solicitations of GM suppliers “to 
purchase advertising space” in the 
publications. The letters added that 
the suppliers were “frequently told 
that the publication is edited and 
published in the interests of the 


‘skilled employes’ of a named di- 
vision of General Motors Corp. 

“The invoice rendered with re- 
spect to the advertising so solicited 
also indicates on its face that the 
publication is the ‘official publica- 
tion’ of the ‘skilled personnel’ of 
a named division of General Mo- 
tors. For example, the following 
illustrates the language appearing 
on two typical invoices: 

“‘Fisher Body skilled personnel 
—office publication—The Skilled 
Tradesman,’ or ‘Saginaw Steering 
Gear skilled personnel—official 
publication—The American Crafts- 
man.’ ” 


Branham Adds ‘Orlando Star’ 
The Branham Co., San Francis- 

co, has been named to represent 

the Sentinal Star, Orlando, Fla. 


Perfect Circle Names Two 


Robert F. Thomas, formerly 
sales manager of the manufactur- 
ers division, has been named to the 
new post of staff sales consultant 
of Perfect Circle Corp., Hagers- 
town, Ind. Rufus P. Austin, for- 
merly assistant sales manager, 
manufacturers division, succeeds 
Mr. Thomas in his former position. 


Nepera Names Officers 
Warner-Lambert Pharmaceuti- 
cal Co., Morris Plains, N.J., has 
elected Stanley S. Lasdon as a di- 
rector and vp, and Milton S. Las- 
don, vp and president of the 
Nepera Chemical division, Harri- 
man, N.Y. Both are former officers 
of Nepera, recently acquired by 
Warner-Lambert. 


HERSHEY, Pa., Jan. 10—Advertis- 
ing expenditures of the alcoholic 
beverage industry will soar to a 
record high of $90,000,000 in 1957, 
George Linck, vp of Melrose Dis- 
tillers Co., a Schenley Industries 
subsidiary, predicted here yester- 
day. 

Speaking at a sales conference of 
the company’s monopoly states di- 
| vision, Mr. Linck said that “with 
|1957’s production, earnings and 
| wages expected to surpass those of 
1956, a stepped up advertising pro- 
| gram is needed to assure the liquor 
|industry its full share of the con- 
sumer luxury dollar.” 

He also predicted that 


1957 


Champion's Texas Division at Pasadena, Texas, showing woodyard in left center 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY @ HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


Pace in Papermaking 


Ad Expenditures of Alcohol Industry Will 
Hit Record $90,000,000 in ‘57, Linck Says 


liquor sales will top 1956’s 210,- 
000,000 gal. mark by 7,000,000 or 
8,000,000 gals. 


s Melrose, Mr. Linck said, will 
spend approximately $2,000,000 to 
promote its products between now 
and the end of the company’s fis- 
cal year, Aug. 31. 

This figure, he said, represents a 
60% increase in ad expenditures 
for Echo Spring; a 100% boost for 
Old Charter, and a 112% hike for 
Melrose Rare. 

The company’s agencies are 
Doyle Dane Bernbach Inc. for 
James E. Pepper; McCann-Erick- 
son for Echo Spring, Old Charter 
and Golden Wedding; Peck Adver- 
tising Agency for Melrose name 
brands, and L. H. Hartman Inc. for 
Cream of Kentucky. 


BAKERSFIELD 
KBAK-TV 
Now 


Represented Nationally 
by 


WEED TV 
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Nielsen and Newcomer Conduct ‘Survival’ 
Fight for British TV Research Contract 


Lonpon, Jan. 8—Two television 
audience research organizations— 
one American and one British—are 
lobbying fiercely for the all-indus- 
try contract due to be awarded this 
year. 

Battling for the contract are 
A. C. Nielsen Co., with its Nielsen 
Television Index service, and Tele- 
vision Audience Measurement Ltd. 
(TAM). 

Estimated value of the contract 
is between £125,000 and £150,000 
($350,000 to $420,000) annually. 
Besides the official contract, the 
victorious company will inevitably 
gain much extra business with the 
expansion of commercial television 
in Britain, Europe and the British 
Commonwealth. 


® When the British government 
first considered the idea of an al- 
ternative to the British Broadcast- 
ing Corp.’s tv service—one that 
would pay its way by selling ad- 
vertising time—advertising inter- 
ests got together to discuss the fu- 
ture of audience research. 

They foresaw a multiplicity of 
services leading to confusion, 
expense and overlapping. They 
thought it would be more efficient 
to have a common measuring rod. 
So they set up a steering commit- 
tee, representing advertisers, ad- 
vertising agencies and program 
contractors, to see the idea through. 

It was generally expected that 
the job would go to Nielsen. Be- 
sides its work in other spheres of 
British advertising, the organiza- 
tion could draw on considerable 
experience in U. S. radio and tele- 
vision audience research. 


s But the initial contract was won 
by the newly created British firm 
of Television Audience Measure- 
ment Ltd., an outgrowth of anoth- 
er research firm, Attwood Statis- 
tics Ltd. (AA, May 21). It is head- 
ed by Bedford Attwood who, with 
J. Walter Thompson Co., pioneered 
in commercial radio audience re- 
search in Britain before 1939. 

(Following TAM’s victory last 
year, Arthur C. Nielsen, president 
of A. C. Nielsen Co., charged in a 
letter to ApveRTISING AGE that the 
British had shown favoritism to 
TAM [AA, June 25]. Mr. Nielsen 
said TAM won although “we of- 
fered an obviously better service 
at a substantially lower price.) 

One program contracting firm, 
Granada TV Ltd., decided to stand 
outside the all-industry contract, 
however, and signed up with Niel- 
sen. The American company an- 
nounced that whatever happened, 
it intended to maintain its service 
and supply it to such subscribers 
as it could win. 


® Nielsen may have been influ- 
enced in this decision by the fact 
that the initial contract was for a 
limited period of 15 months. Now, 
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however, there are hints that the 
sheer weight of costs may force 
Nielsen to end its Television Index 
activities in Britain if the steering 
committee renews the all-industry 
contract with TAM. Nielsen offi- 
cials are inclined to point out the 
disadvantages of perpetuating a 
monopoly tv research service and 
it has been suggested advertising 


generally would benefit from an 
arrangement which allowed for the 
survival of both the main systems 
on a paying basis. 

These, then, are the questions 
the steering committee members 
have to decide in the forthcoming 
months: 

1. Are they to create and perpet- 
uate a monopoly in tv audience 
research by awarding a contract to 
one of the two main contenders, 
knowing that such a decision might 
well force the loser out of the field? 


2. Or are they to reach some 
arrangement that would enable 
both main contenders to continue 
their operations on a paying basis? 


Holst & Cummings Names Wahl 

Jim Wahl, formerly radio and tv 
director, has been named to head 
a new department created for the 
service and development of nation- 
al accounts at Holst & Cummings & 
Myers, Honolulu agency. He works 
with local representatives and dis- 
tributors and acts as liaison with 
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national or export agency home of- 
fices on the mainland. He is suc- 
ceeded in his former post by Trent 
Christman, who was program man- 
ager of KONA-TV, Honolulu, be- 
fore joining H&C&M. 


General Mills Buys Protex 

General Mills, Minneapolis, has 
bought Protex, S. A., a Mexico City 
manufacturer of a compound used 
in cortisone and other pharmaceu- 
ticals. The purchase price was not 
disclosed. 


Support the Ad Council Campaigns 
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Dominion Sponsors 
Trail Canadians to 


Tropics—via Radio 


Ortrawa, Jan. 8—Canadian va- 
cationers suffering the pangs of 
homesickness under Florida’s sun 
will again be treated to a little bit 
of Canada via radio this winter. 

For the fourth year, a group of 
Canadian companies is sponsoring 
a morning radio news program re- 


layed to three Florida stations. 
The program, increased this 
winter from 10 to 15 minutes, runs 
from the holiday season up to April 
13. It’s a Dominion Stores Ltd. 
package deal with segments al- 
lotted to O’Keefe’s, Shirriff-Hor- 
sey and the Toronto investment 
firm of Nesbitt, Thompson. 
Promotion includes newspaper 
and radio advertising in Canada 
and Florida, leaflets at welcome 
stations, motels, hotels, chambers 
of commerce and boards of trade 


in Florida, a state which attracts | ruary, the editorial content of “TV 
an estimated 200,000 Canadians 


every winter. 
Billboard Buys TV Monthly 


The Billboard Publishing Co., 
New York, has bought “TV Avail- 
television 
business magazine. The magazine 
has specialized in the publication 
of listings and specifications of lo- 
cally-broadcast tv shows in which 
national advertisers may purchase | papers affected are the Pottsville 
participations. Beginning in Feb- 


abilities,’ a monthly 


Availabilities” will be incorporated 
|into Billboard’s monthly tv mer- 
chandising reprint, which will be 
renamed “The Billboard’s TV 
Availabilities.” 


Newspapers Raise Prices 

The price has been raised from 
5¢ to 7¢ a single copy for the five 
evening newspapers published in 
Schuylkill County, Pa. The news- 


Republican, Shenandoah Herald, 


Now, it’s official! Radio station WIND—Chicago’s most listened-to, 

most-bought station—has joined Westinghouse Broadcasting Company, the nation’s 

largest independent station-owner. 
And, as WIND joins WBC, five great names in radio are added to the 

personalities who spark the bright new, all-local Music, News and Service formats 

on all WBC stations: Howard Miller, Milo Hamilton, Jack Quinlan, 

Gene Elston and Jay Trompeter. 
Now, WBC radio and TV deliver top audiences in seven of America’s 

great markets, all across the map. 
Now, more than ever, no selling campaign is complete without the WBC stations. 

For further information, call A. W. “Bink’’? Dannenbaum, WBC VP-Sales, 

at MUrray Hill 7-0808, New York. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 
FORT WAYNE, WOWO . 
TELEVISION 
SAN FRANCISCO, KPiX 


BOSTON-SPRINGFIELD, WBZ +WBZA 


BOSTON, W8BZ-TV 


CHICAGO, WIND 
PITTSBURGH, KDKA-TV . 


WIND REPRESENTED BY A M RADIO SALES 
KPIX REPRESENTED BY THE KATZ AGENCY, INC 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS, GRIFFIN. WOODWARD. INC 


. PITTSBURGH, KDKA . 
_ PORTLAND, ORE., KEX 


. CLEVELAND, KYW-TV. 


CLEVELAND, KYW . 


JOHN VECKLY has been named direc- 
tor of the advertising division of 
U.S. Steel Corp., Pittsburgh (AA, 
Dec. 31, ’56). Before joining U.S. 
Steel in 1955 as assistant ad direc- 
tor, Mr. Veckly was advertising 
and promotion manager of The 
Saturday Evening Post. 


Ashland News, Mahanoy City 
re Record-American and Tamaqua 
Courier. 


ANIMAL 
BALLOONS 


No. 515 Assortment 


CHOOSE FROM THESE 
FOUR CUTE NEW 
DESIGNS 
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Price Hikes Becloud Bright Outlook 
of 1957 Home Furnishings Business 


(Continued from Page 1) 
generally, for major appliances. | 
This is hazardous, as more money 
should be spent in research, de- 
velopment and improved facilities 

. There must be some middle 
ground in this situation if the 
public is to benefit long range. 
There are many signs,” he added, 
“that this is being recognized by 
the manufacturers.” 


s But price problems aside, most 
facets of the home furnishings in- 
dustry reflect optimism over 1957 
sales prospects, a spirit borne 
largely on the crest of what) 
turned out to be a surprisingly 
successful] sales year in 1956—the 
best in history for some groups 
like the major appliances. 

Specific appliance industry 
sales gains registered in 1956 over 
1955, according to Mr. Sharp, 
were: Automatic washers up 
4.5%, dryers up 13.5%, combina- 
tion washer-dryer units up 40%, 
dishwashers up 26%, disposers up 
12%, water heaters up 6%, refrig- 
erators up 3%, and air condition- 
ers up 10%. 

Predictions by major appliance 
manufacturers and dealers about 
1957 sales prospects are only 
slightly optimistic, the general 
sentiment being that even a con- 
tinuation of the 1956 (particularly 
the second half) selling pace 
would keep just about everybody 


happy. 


s The furniture business during 
the first half of 1957 will be on 
about the same level as during 
the latter part of 1956, resuming 
its historic seasonal pattern of 
about 40% of the year’s business 
during the first half and approxi- 
mately 60% during the second 
half, Henry A. Foscue, president 
of Globe Parlor Furniture Corp., 
predicted at a market press con- 
ference. For most of the industry, 


he said, the 1956 pattern was 
reversed 
Mr. Foscue also is expecting 


that by the end of 1957 furniture 
prices will be up no less than 
10%, following labor and material 
cost rises. He added, however, 
that in any industry “where there 
are more than 4,000 independent 
manufacturers, competition will 
see to it that prices are no higher 
than necessary.” 

Delmar Kroehler, president of 
Kroehler Mfg. Co., feels the indus- 
try should do 5% better in °57 
than in '56. He said his company 
finished 1956 10% ahead of 1955, 
with about $84,000,000 in sales 
volume. Kroehler is aiming for 
$100,000,000 volume this year. 


® The bedding industry in 1956 
went over the $1 billion mark for 


its 1957 goal. 

The soft floor coverings indus- 
try set new sales and production 
records last year, with an esti- 
mated 117,000,000 sq. yds. pro- 


|duced in 1956, according to F. I. 


Monahan, vp of sales of Mohasco 
Industries. Mr. Monahan deliv- 
ered a text prepared by Herbert 


\L. Shuttleworth II, president of 


Mohasco. 

This represents, at manufactur- 
ers’ prices, slightly more than 
$600,000,000. Barring fundamental 
economic changes, Mr. Shuttle- 
worth predicts that based on an 
increasing number of new and 
larger homes, increasing number 
of families, increasing personal 
disposable incomes, the carpet in- 
dustry will reach higher volume 
in production and sales this year. 
Almost all carpet manufactur- 
ers, too, have affixed higher price 
tags to their carpeting, forced, ac- 
cording to Mr. Shuttleworth, by 
the higher cost of carpet wool and 
transportation, to raise prices on 
most grades from 3 to 10%. 


® The carpet industry, for a num- 
ber of years beset with a problem 
of obtaining what it feels is its 
proportionate share of the con- 
sumer home furnishings market, 
is getting a boost from activities 
of the Carpet Institute, which two 
years ago launched a continuing 
promotion and advertising pro- 
gram to stimulate consumer 
spending on carpeting. 

In the resilient flooring indus- 
try, manufacturers have reported 
1956 as a record or near record 
sales year, James H. Binns, gen- 
eral sales manager, floor division, 
Armstrong Cork Co., told a press 
conference. Mr. Binns said that 
while the days of shortages and 
“easy selling’ have been replaced 
by highly competitive marketing 
and tight credit conditions, the 
industry feels there are strong 
economic and political reasons 
for assuming a slightly higher 
level of general business in 1957 
—resulting in a somewhat larger 
total market for the over-all line 
of permanent flooring materials. 

In the hard surface field, prices, 
too, are trending upward. Mr. 
Binns reports a number of manu- 
facturers have announced in- 
creases approximating 5% on cer- 
tain products, while prices on 
others remain about the same. 


® Buyer turnout for the market 


and slightly higher than the 1956 
summer market. More than 11,500 
buyers were registered at the 
Furniture Mart by midafternoon 
today and figures on Merchandise 
Mart buyer registrations, while 
not yet released, are “as good and 


the first time, Charles Lappen, 
vp of Englander Co. and presi- 
dent of the National Assn. of Bed- 
ding Manufacturers, reported. Of 
this, approximately 
was in mattresses and 
and $275,000,000 was in the dual 
sleep pieces, a combination bed 
and sofa increasing in popularity 
after a long slump. 

For 1957, the bedding industry 
hopefully looks to a 5% to 10% 
increase in volume. Prices are 
holding steady at the winter mar- 
ket, but some increases are antic- 
ipated later in the year because 


of higher freight rates as well as | 


possible steel Mr. 


Lappen said. 


price hikes, 


® John W. Hubbell, vp of Sim- 
mons Co., agreed that ‘56 was a 
good bedding year and expects a 
better industry year in ‘57 be- 
cause of “a good climate for bet- 
ter business.” Simmons, which 
enjoyed a $140,000,000 business 


possibly a little better than last 


| January,” according to a Mart 


|spokesman. Traffic at the Mer- 
|chandise Mart has been good, fol- 


were doing fairly heavy buying. 


a fair amount of minor feature ad- 


tures, dealers 


system, retail from $79 to $89 


for the most part dominated the 
showrooms. 


® So far as style in major appli- 
ances goes, the interesting thing 
is that “white goods” look as if 
they’re going to remain white, de- 
spite what was thought to be a 
trend toward more color. Color 
appliances seem to have turned 
out to be excellent promotional 
merchandise, but little else. 

Manufacturers of kitchen appli- 
ances say the housewife is fasci- 
nated by the color idea, but when 
she buys she thinks about the 
danger of being stuck with one 
color. As a result, color appliance 
sales account for only about 2% 
of total sales in most lines—these 
going largely to the limited mar- 
ket that can trade in as often 
as they’d like a new paint color 
in the kitchen. 

For the most part, trim changes 
in major appliances have been in 
the direction of simplification of 
lines and less bizarre trim pieces. 
This is in spite of the fact that 
controls on many appliances are 
more elaborate and more versatile. 


® On the advertising front in the 
major appliances area there are 
isome indications that manufac- 
jturers are leaning more toward 
local advertising, mostly in news- 
papers. No really major move- 
ment seems to be under way, but 
distributor and retailer pressure 
in this direction seems to be hav- 
ing at least some effect. 

The size of advertising budgets 
in the tv industry came under at- 


is about the same as a year ago! 


tack from Leonard Truesdell, vp 
and director of sales for Zenith 
Radio Corp. Summarizing the tv 
| industry’s first decade, Mr. Trues- 
dell told a press meeting Monday 
that “too many manufacturers 
have tried to use low prices and 
heavy advertising budgets to 
j}make up for the lack of consumer 
lacceptance which historically has 
|required years to earn.” 

“Generally speaking,” he said, 
\“the entire industry has adver- 


$800,000,000 | lowing a very busy Sunday when |tised and promoted to the public 
springs, |the corridor saw a record number /only the lowest priced merchan- 
of buyers—who, from all reports,|dise or specially priced liquidation 


|merchandise, forgetting entirely 


What the market itself had to! that the American public by habit 
offer by way of new merchandise |is willing to buy better merchan- 
was generally unspectacular. Ma-/|dise and, because of the strong 
jor appliances, radio, tv and hi-fi| economy, 
lines displayed showed, for the|buy better merchandise.” 
most part, only style revisions and | 


is financially able to 


|@ Few really new or vastly dif- 


ditions. This partially reflects a|ferent changes in furniture styl- 
mood of not rocking the boat, as|ing were evidenced at the market. 
both manufacturers and dealers|The new furniture seems to be a 
seem to feel that public accept-|little more formal than in recent 
ance of merchandise in 1956 was 
too good to tamper with. The fea-/stark modern design 
particularly felt, 
played a big role in the 1956 sales'contemporary styles. Manufactur- 


toward a 


strong traditional influence in 


success picture and any new fea-\ers are devoting considerable at- 


tures for sales pitches would be | tention 


gratefully welcomed. 


Manufacturers report that the/niture at prices they can afford.|of location and other convenienc- 
last year, has set $150,000,000 as|sales strength of the top ends of’ Manufacturers also are stil] talk-|es, the April and October market | processed meat and food divisions. 


to problems of young 
married who like well-styled fur- 


DRAWERLESS DRESSERS—Saginaw Furniture Shops, Chicago, came up 
with this innovation in the bedroom furniture line at the winter 
home furnishings market. Designed by Henry P. Glass Associates, 
the new type furniture units, which make possible a clothes filing 


their lines still show no real signs|ing about upgrading much of their 
of weakening and deluxe models) 


in cabinet or wardrobe types. 


furniture because they say the 
American woman wants better 
furniture even if it costs a little 
more. 

Correlated furniture, for a look 
of unity without monotony, is be- 
ing presented by many makers, 
some of whom have as many as 
50 correlated pieces in one line. 

In the upholstered sleep pieces, 
fabrics and styling are becoming 
more important. Mattresses, many 
in colorful new covers, are get- 
ting longer and wider. As to the 
twin vs. double bed, Mr. Lappen 
reported more twin beds are sold 
in urban areas than in rural areas; 
the East and West Coasts show 
the highest percentage of twin 
beds and the percentage of twin 
beds is constantly increasing. 


® Meanwhile, more and more fur- 
niture, bedding and floor cover- 
ing makers seem to be turning to 
advertising and promotion to solve 
some of their industry problems. 
For the furniture people, an in- 
creasingly strong competitive sit- 
uation, attributed by some to a 
recent flood of mergers; for the 
bedding manufacturers, to combat 
what they call a sales appeal used 
by many retailers—“too much em- 
phasis on promotional goods rath- 
er than on quality merchandise.” 

Many of the manufacturers are 
increasing their ad budgets, and 
some are going into national con- 
sumer advertising for the first 
time. Furniture makers are slowly 
beginning to promote their prod- 
uct as a brand, following a few 
leaders in the field such as Lane, 
Kroehler, International and oth- 
ers. 

E. H. Lane, chairman of the 
board of Lane Co., put it thusly: 
“1957 will be a good year in the 
furniture industry for those who 
work hard—promote, advertise, 
merchandise and finally solve the 
point of sale problem, a new gen- 
eration of floor salesmen who 
must be trained to meet the de- 
mands of a growing but highly 
competitive industry.” 


® A group of home furnishings 
manufacturers are working on 
plans to officially endorse and 
sponsor a change in Chicago’s tra- 
ditional marketing pattern for re- 
tailers. The group, organized as 
the Home Furnishings Market 
Committee, is establishing a Na- 
tional Furniture Design Show, to 
be held in Chicago in April and 
October for the introduction of 
new designs in furniture. 

Mr. Kroehler, who is chairman 


iseasons, with a trend away from) 


of the committee, said his group 
will continue to support the Jan- 
uary and June Chicago markets. 

A survey, conducted by Market 
Planning Corp., a subsidiary of 
|McCann-Erickson, showed that 
| while Chicago is cited as the most 
desirable site for home furnish- 
\ings markets from the standpoint 
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pattern was preferred by the ma- 
jority of high volume retailers, 
Mr. Kroehler said. 

Industry support now is being 
sought by the committee for the 
new shows, which also are in- 
tended to level off peaks and val- 
leys in production. Southern man- 
ufacturers are expected to put up 
some resistance, and many may 
prefer the existing patterns. 


® The National Home Lamp 
Council, which represents the 
portable lighting industry, and 


the lamp division of General Elec- 
tric Co. announced during the 
market names of three prize 
winners and 10 honorable men- 
tions in a nationwide dealer con- 
test to find the best display of 
lamps integrated with furniture. 
The winning entries will be used 
as the nucleus for the council’s 
1957 consumer ad campaign. 
First place went to Lester Yan- 
kee, assistant buyer for Gimbels 
Department Store, Pittsburgh; 
second place was won by Andrew 
C. Pennig, display manager of 
R. N. Cardozo & Bros., St. Paul, 
and third place was awarded to 
E. Brasfield, W. J. Sloane Co., 
San Francisco. 

Powell & Schoenbrod Advertis- 
ing, Chicago, is the lamp council’s 
agency. 


FTC Says Travelers 
Health Insurance Ads 
Mislead Re Charges 


WASHINGTON, Jan. 9—The Fed- 
eral Trade Commission today is- 
sued a cease and desist order 
against Travelers Health Assn. of 
Omaha, and examiners recom- 
mended orders against two other 
health insurance companies. 

The commission reversed 
Hearing Examiner J. Earl Cox, 
who had issued an initial decision 
clearing Travelers Health of false 
advertising charges for its health 
insurance policy. The commission 
Said it felt the company failed to 
make clear that it charges in- 
creased premiums for older policy 
holders. 


8 While the company claimed its 
ads had been cleared by FTC per- 
sonnel, FTC said the ads involved 
in the case had not been cleared. 
It added that even if they had 
been cleared FTC could not be 
bound “by a mistaken” ruling of 
one of its staff members. 

Meanwhile a hearing examiner 
recommended orders to prevent 
Federal Life & Casualty Co., Bat- 
tle Creek, and Reserve Life In- 
surance Co., Dallas, from resum- 
ing the use of copy themes which 
were cited in false advertising 
complaints issued by the commis- 
sion. 


Ad Association Seeks 
Young Adman of Year 

The Assn. of Advertising Men & 
Women, New York, is seeking 
nominations for its annual Out- 
standing Young Advertising Man 
of the Year award, made to a per- 
son, under 45 years of age, whose 
work during 1956 has been out- 
standing. He may be with an agen- 
cy, manufacturer, distributor or 
retailer, so long as his major func- 
tion is in advertising, promotion or 
merchandising. 

Nominations, containing all nec- 
essary supporting material, should 
be sent to Herbert Ahrend, Ahrend 
Associates, 601 Madison Ave., New 
York. The winner will be chosen 
by a committee of editors from the 
advertising business press. Dead- 
line for entries is Feb. 1. 


Stahl-Meyer Names Guthrie 
Frank J. Guthrie, who joined the 
company after working with Jun- 
ket Brand Foods, Little Falls, N.Y., 
has been named general sales 
manager of Stahl-Meyer, Brook- 


lyn, in charge of the company’s 
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Videodex | 


Top Ten Spot TV Shows* 
1957 hospital bui mat 
Dec. 1-7, 1956 = aa fat 


Copyright by Videodex Inc. exceed $775,000,000 HOSPITALS ansemvoase 


No. of Cities in which program Homes % of 


Rank Program appears and distributor (000)+ Homest'| HOSPITALS’ March 16th Construction Issue is % 
1 Dr. Hudson’s Secret Journal (122 Cities, MCA-TV) 0.0.0.0... 4,762 17.3 i 
2 Rosemary Clooney (96 Cities, MCA-TV) occ... etal tee 171|| !mportant Sales Conditioner! 
3 Highway Patrol (161 Cities, Ziv TV) .occcsssswssssev 16.3/|] Tell your story to hospital pl j ’ 
planners during the pre-bl t st 
4 Golden Playhouse (41 Cities) ............cccccecceeesseeees A 16.0|| this strategic issue featuring the latest ideas a dscdamaeaity te hous 
5 Science Fiction Theater (109 Cities, Ziv TV) 15.9|| construction and design. 
6 BR 8) , ee en rn ee 15.8|| This annual issue of HOSPITALS is the authoritative guide for pro- 
7 Sheriff of Cochise (104 Cities, NTA-Desilu) 14.2|| fessional hospital planners . . . reaches the greatest single concentration 
8 Dr. Christian (95 Cities, Ziv TV) ....ccccccssssssseseesee 14.1|]| of people who plan today for the hospitals of today and tomorrow. 
9 Soldiers of Fortune (125 Cities, MCA-TV) 13.8|| HOSPITALS leads by 16% in average paid circulation . . . leads by 
10 Badge 714 (106 Cities, NBC Film) 13.5 22% in U.S. subscriptions .. « leads in the most important advertising Sales Department 18 East Division Street 
*Programs appearing in a minimum of 20 markets. measurements. Chicago 10, Illinois 
+Number of homes tuned to the program. Please send sample HOSPITALS’ 
TAverage ratio of the number of homes viewing the program to the number of tv Send for sample construction report Construction Report: 
homes in area carrying the show, compositely weighted. sent regularly to advertisers in HOSPITALS Nome _Title 
Cc 
3 have the headline deleted. Journal of the Principal Product 
Time Inc. Sells _ A magazine spokesman said the HOSPITALS American Hospital Association Street 
Albuquerque Radio, issue went to press before a proof 18 East Division St., Chicago 10, Ill. City State 


of the cover had been read in the 


TV Stations to KSTP New York editorial offices. 


New York, Jan. 10—Time Inc. 
this week moved to bring its tv | 
station ownership within the FCC | 
limits of five vhf outlets by selling | 
KOB and KOB-TV, Albuquerque, | 
to KSTP Inc. of Minneapolis-St. 
Paul. 

The Albuquerque stations, which 
were owned jointly by Time and 
former FCC Chairman Wayne Coy, 
who was president of KOB and 
KOB-TV, were sold through Bro- 
ker Howard Stark for $1,500,000. 
The transaction is subject to the 
usual FCC approval. 

Mr. Coy is a consultant for 
Time’s widespread radio and tv 
interests and will continue to be 
associated with the management of 
Time Inc. 


® Sales of one of Time’s tv sta- 
tions was made necessary by the 
company’s recent acquisition of the 
three tv and three radio stations 
of Consolidated Television and) 
Radio Broadcasters. These sales) 
still must be approved by the FCC 
and Consolidated’s stockholders. | 
The Consolidated stations in 
Indianapolis, Minneapolis and 
Grand Rapids were purchased by 
Time for $15,750,000 after Crowell- 
Collier’s deal to buy the stations 
collapsed because of lack of cash. | 
Roy E. Larsen, president of Time | 
Inc., said the Albuquerque sale is | 
not conditional on FCC approval 
of the Consolidated transaction. 
“However,” he said, “the sale of 
KOB will enable Time Inc. to con- | =a 
form with the FCC’s multiple-| : ca 
ownership regulation limiting J 
company to five vhf stations.” 
Time also owns KDYL and 
KTVT, Salt Lake City (80%), and 
KLZ and KLZ-TV, Denver. 


Over 100,000 within 
the City Limits* 


Transmission Error 
Puts ‘Reporter’ on 


Spot Over Headline | 


New York, Jan. 9—An error in| 
transmission of the headline on | 
the current issue of The Reporter | 
has resulted in considerable em- | 
barrassment to the editors of the | 
fortnightly news review. 

The Jan. 10 issue mailed to} 
more than 100,000 subscribers 
carried a cover headline, “Our 
Gentile Foreign Policy”; it should 
have read “Our Gentle Foreign 
Policy.” The whole thing took YROLLS 


place, it was reported, because of , Personal Income Greater Tucsen—$300,000,000) a 


an error in transmission of the 

headline by telephone to the 

printing plant in Dayton, O. 2 . f 
Only 15,000 of the copies sent ond Haily S 

to subscribers were retrieved. 

Subscribers have been sent a let- Merning end Sundey 

ter of apology concerning the 


eta” "| Cueson Dailp Citizen 
Evening 


In addition to the small number 
of subscription copies retrieved, 
some 25,000 cepies distributed to 2 Independent Newspapers Preduced in the Seme Pient ‘eee 
newsstands have been recalled to Represented Netienelly by Cresmer & Woedwerd, nc. *Estimate Tecson Ges, Electric Light & Power Company ae ter 
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news, magazine and comic sections. 
News section rates remain the same 
for daily and Saturday editions. 
but are increased from 40¢ to 45¢ a 
line for the Sunday edition, and 
from 45¢ to 50¢ a line for Saturday 
jand Sunday combined. New rates 
for the magazine and comic sec- 
tions are $700 for a color page for 
|Sunday, up from $650; $800 for 
| Saturday and Sunday combined, up 
from $750. 


‘La Patrie’ Raises Rates 
La Patrie, Montreal, is raising its | 
rates, effective March 1, for the} 


[ haven't gone 
if you ll, 


WEST 


GO TO YOUR NEWSSTAND 


er 
2) and still growing 


REMARKABLE ROCKFORD 


Department store sales for the first 9 months 
of 1956 were 13% ahead of the same period 
of '55. This is the greatest increase in Illinois 
. + @nd 3rd in the entire nation. 


ee 


Rockford, Iilinois has grown to be the 
richest market in the state outside 
Chicago . . . and is still growing. It is 
the 2nd largest machine tool center in 
the world .. . is 13th in total postal 
savings ... and is the center of a rich 
and prosperous agricultural area. You 
can take advantage of our growth. Ad- 
vertise in Rockford’s two daily news- 


Singer Promotes 
New Sewing Contest 
in TV, Magazines 


New York, Jan. 8—Singer Sew- 
ing Machine Co. is using maga- 
zines, pattern books and tv to an- 
nounce its second annual $125,000 
sewing contest. 

The contest opened appropriate- 
ly with a b&w spread in Life’s 
Christmas issue on the American 
woman. The same spread also will 
appear in the Jan. 22 Look and 
in the spring issues of the five pat- 
tern books: Advance, Butterick, 
McCall’s, Simplicity and Vogue. 

The tv schedule includes com- 
mercials during January and Feb- 
ruary on “Playhouse 90” and local 
showings of “Douglas Fairbanks 
Presents” in New Orleans, Toledo 
and Honolulu. 


® The contest will operate much 
as it did last year. To enter, wom- 
en enroll in a home dressmaking 
course—eight two-hour lessons for 
$15—at any Singer sewing center 
before March 15. (Last year’s con- 
test resulted in the enrollment of 
50,000 women.) 

Garments made during these 
courses will be entered into local 
competitions held at each sewing 
center. The winning garment in 
each local bout will then be en- 
tered in one of 33 regional contests. 
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SUPER SEWING BEE—The Singer Sewing Machine Co. is promoting the 

second annual national sewing contest with this spread in Life, 

Look and the five pattern books. Television also will be used. 
Young & Rubicam, New York, is the agency. 


‘Grade Teacher’ Names Pennsalt Appoints Lawson 
Walker New Publisher George R. Lawson has been 
Daniel W. Walker, formerly vp of |named to the new position of di- 
Grade Teacher, Darien, Conn., has| rector of marketing of the Indus- 
been elected president and pub-| trial division of Pensylvania Salt 
lisher. He succeeds his mother, the | Mfg. Co., Philadelphia. In his new 
late Mrs. Mary Eleanor Walker,| position, Mr. Lawson will direct 
who died Dec. 22 (AA, Jan. 7). | the combined sales organizations of 
Three vps were elected, Innes D.| the former Sharples and Industrial 
MacCammond, advertising direc-|Chemicals divisions, which were 
tor, New York; Mrs. Elizabeth H.| recently consolidated in the new 


Dominick, circulation director, and| Industrial division. Mr. Lawson 
George M. Gladding, advertising| joined Pennsalt in 1946 and was 
most recently vp in charge of sales 


papers for complete coverage. Four 
color press facilities are available. 


The 33 regional winners then come |Tepresentative, Chicago. Earle M. 
to New York on a free five-day | Williams, formerly with Haskins & | 


trip to compete in the grand prize | Sells, certified public accountant, 


134,448 A.B.C. CITY ZONE | : 
(441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
ckford Register-Republic 


~ Represented Nationally statcRaeees inmbeney,in: 


Best Test 


City in the ‘ 
Midwest 


jan 
|awarded to the 32 other finalists. 


“Sew-Off” to be held at the Sew- 
ing Fashion Festival during June 
in the Coliseum. 

First prize will be $25,000, and 
additional $53,750 will be 


In addition, Singer sewing ma- 
chines, vacuum cleaners and scis- 
sors will be given to winners in the 
local and regional competitions. 


Young & Rubicam is the agency. 
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New York, has been elected 


secretary-treasurer. 
Portman Joins Peter Pan 


free lance in public relations work, 
has been appointed to the new 


position of national director of 
public relations and promotions of 


Julian J. Portman, formerly a} 


| Richard’s Drive-In and Peter Pan 
|restaurants, Chicago. 


of the Sharples division. 


Nestle Shares ‘Blondie’ 

Nestle Co., White Plains, N. Y., 
will be Toni’s co-sponsor on the 
new “Blondie” show on NBC-TV. 
This is the sixth network show on 
which the company is a participat- 
ing sponsor. The “Blondie” telecast 
was placed through Bryan Houston 
Inc. Nestle also has stepped up its 
spot tv advertising to cover 55 
markets. 


A demonstration of the confidence placed 


in the thoroughness of our methods— 


We ship better than 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


9 To of all orders 
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BIGGEST YEAR 


Daily and Sunday linage. Du- 
plicated linage in evening 
papers not included. Source: 
MEDIA RECORDS. 


IN BOSTON 


NEWSPAPER 


HIsTORY 


One Contract 


Represented nationally by George A. McDeviti Co., Inc., New York + Chicago + Philadelphia + Detrelt + Pittsburgh 
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It was the Herald-Traveler’s year. 
Never before did a Boston news- 
paper carry so much advertising. 

For the 30th straight year, the 
Herald-Traveler led in total linage. 

For the 26th straight year, the 
Herald-Traveler led in national linage. 

For the 25th straight year, the 
Herald-Traveler led in retail linage. 

For the 11th straight year, the 
Herald-Traveler led the second paper 
in retail linage by a big margin of 
2,000,000 lines! 

Advertisers — national and local — 
know that the Herald-Traveler pays 
off in more sales because its circulation 
bulks biggest where the Boston spending 
power bulks biggest. 

Write for a copy of “The Big Bulk in 
Boston” and when you consider 
Boston, the nation’s 7th biggest market, 
remember: 


Delivers the BIG BULK 
wee in Boston 


The BOSTON HERALD-TRAVELER 
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MAXIMUM POWER 


WIBW-TV is now operating on the top limits of power allowed 
by the FCC—a smashing 316,000 watts. 


MAXIMUM HEIGHT 


Already WIBW-TV's antenna is at its limit of height—1010 
feet above the rolling Kansas prairie. 


MAXIMUM COVERAGE 


WIBW-TV absolutely dominates 20 Kansas Counties. We lay 
down a clear picture far beyond Kansas City and St. Joseph, 
Mo., into a total of 586,022 TV homes. Check the new A.R.B. 
for the TopekAREA. See the across-the-board preference for 


sivilie KANSAS giBW 3) 
SE 


‘The Kanees View Pome 


Ben Ludy, General Manager 
WIBW & WIBW-TV in Topeka 
Rep: CASPER PUBLICATIONS, INC. 
CBS ABC 


Along the Media Path 


Three regional editions of TV | dios and offices of the Bee’s radio 
Guide will increase their pages| station, KFBK, and provide for 


with the Jan. 19, 1957, issue. The 


Southern California edition, with | 
headquarters in Los Angeles, will | tion will provide 13,000 sq. ft. of 
increase from 96 to 112 pages, the | space. 


Northern California edition, serv- 
ing the San Francisco-Sacramento- 
San Jose area, will go from 80 to 
96 pages and the Detroit edition 
from 80 to 88 pages. 


e Acknowledging that it picked up 
the idea from Life, Dell Publishing 
Co. has announced that it will com- 
bine the January, 1958, issues of its 
Dell Modern Group with the De- 
cember and February issues. The 
December issue will go on sale Nov. 
7 and remain on sale 45 days. The 
February issue will go on sale Dec. 
22 and remain on sale until Feb. 1. 


e The front and back covers of the 
December issue of Building Spe- 
cialties & Home Improvement 
Builder were printed on aluminum 
foil, said to be the first time alum- 
inum has been used for this 
purpose by a publisher in this in- 
dustry. Occasion for the use of 
aluminum covers is the annual 
convention in January of the Na- 
tional Metal Awning Assn. in New 
York. 


e A third story addition has been 
started on the Sacramento Bee 


building, which will house the stu- | 


FIFTY MILLION 


TIME—7 P.M. to 10 P.M. 


the screen. 


pictures. 


1032 Carondelet St. 


MAPA 
Uomo 


70 East 45th St. 
New York, N. Y. 


Movie THE>* 
Coast To ©° 


(or Regional if Desired) 


For more information contact: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


New Orleans, La. 


COMFORTABLY SEATED VIEWERS PER WEEK 
FOR YOUR FILM COMMERCIALS 


ps’ 


For About $5.00 per Thousand Viewers You Get... 
. . » AMERICA’S BIGGEST CAPTIVE AUDIENCE 


AUDIENCE—a captive audience comfortably seated with eyes glued to 


COMPETITION—none—only four or less non-competitive advertisers. 
LOCATION—+the big, wide screen of first run theaters, showing first run 


You can use your TV film commercials, if produced in 35 mm, but we recom- 
mend tailor-made EASTMAN COLOR film commercials. 


193 Walton St., N. W. 
Atlanta, Ga. 


expansion of other McClatchy 
Newspapers activities. The addi- 


e The Washington Post & Times 
Herald has installed six more new 
Linotypes as part of its moderniza- 
tion and expansion program. 


e The Daily Dispatch, Moline, I1., 
has changed to 8 point Linotype 
Corona to give its readers a larger, 
more open body face. The Dispatch 
is also increasing its slug size, from 
9 to 9% point. 


e TV Week became a new weekly | 
feature in the Sunday News, Lan- | 
caster, Pa., on Jan. 6. It contains | 
feature articles on tv shows and 
stars and carries program listings. | 
It is 7x10%”, with a full-color 
cover page. 


e The Daily Union, Junction City, | 
Kan., has increased its body type 
to 8 point Linotype Corona and| 
reduced its column width from 12) 
to 11 picas. 


e The fifth anniversary of NBC-| 
TV’s “Today” on Jan. 14 will be) 
celebrated by a “Promotional 
Birthday Party” at the seven tele- 
vision stations owned by NBC, “in 
recognition of the increase in early 
morning viewing which resulted | 
from the program’s inception.’ | 
Among the “birthday” features 
will be the lighting of candles on a) 
birthday cake for Dave Garroway | 
and “Today”; on-the-air promotion | 
saturation; public service pro-| 
grams discussing the role of tele-| 
vision as a current events educa- 
tional medium, citing “‘Today,” and | 
mention of the program in station | 
audience promotion ads. 


Cal., has ordered two units and 
two color cylinders to be added to 
its 16-page Goss Unitube press. 
This will increase its capacity to 
24 pages. 


e A new 800-ton Lake Erie direct 
pressure mat molding machine and 
;}a Chemco powderless etching ma- 
|chine are now in operation at the 
Bee, Sacramento, Cal. The units 
are the latest additions in a con- 
tinuing program of improvements 
in the paper’s mechanical depart- 
ments and r.o.p. color program. 


e The Arkansas Gazette, Little 
Rock, has changed to a larger body 
type, 8 point Linotype Corona, and 
reduced mat shrinkage in order to 
give its readers a bigger, more leg- 
ible news face. 


e Department of New Laurels: 

Space sold during 1956 set new 
records for both Practical Builder 
and Building Supply News. Prac- 
tical Builder recorded 2,376 pages, 
against 2,347 in 1955. Building 
Supply News sold 2,708, compared 
with 2,684. In both cases, 1955 had 
been the previous record year. 

Advertising revenue for the Feb- 
ruary, 1957, issue of Parents’ Mag- 
azine shows a gain of 12.3% over 
1956. A new circulation guarantee 
of 1,700,000 becomes effective with 
the March, 1957, issue. 

Life International Editions ad- 
vertising revenue set a record high 
in 1956. Total gross billing for Life 
International and Life En Espanol 
reached $4,630,000, up 22% over 
1955. 

The January, 1957, issue of In- 
stitutional Feeding & Housing car- 
ries a record advertising volume of 
109 pages, an increase of 73 pages 
over the total in January, 1956. 


Holiday reports a record Janu- 
ary issue in advertising revenue of 
| $514,330, an increase of 24.6% over 


Advertising Age, January 14, 1957 


e The Tribune, Redwood City, | 


the 1956 January issue. 

The St. Louis Post-Dispatch car- 
ried more than 39,000,000 lines of 
advertising during 1956, a gain o? 
about 1,000,000 lines over the 1955 
record year. 

During 1956, advertisers invested 
more than $70,000,000 in the Chi- 
cago Tribune, an increase of $5,- 
000,000 over the previous record 
set by the Tribune during 1955. 

Advertising revenues for Time 
International will reach a record 
high of $6,900,000 in 1956, a 19% 
increase over last year’s gross vol- 
ume. 

Your New Baby showed a 28% 
gain in advertising revenues for 
the February, 1957, issue over 1956 
Baby Care Manual reports a 14.1% 
gain in advertising revenue for the 
February, 1957, issue over 1956. 


Dempster Joins Donahue 
William E. Dempster, formerly 
vp and account executive of Roy 
S. Durstine Inc., has joined the 
contact staff of Donahue & Coe. 


| 
| 


| 


| 
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The word 
gets around... 
the sign of 
quality in fine 
engraving is... 


for over 25 years 
547 South Clark Street 
WAbash 2-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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Smith Holpin 
LAST STAGES—Finalizing details of Marlboro cigaret’s 52-page back 


cover schedule in The Sporting 


SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Melville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Spink 


News during 1957 are Owen 
Smith, media director of Leo| 
Burnett Co.; Dick Halpin, Burnett 
account executive, and Charles C. 
Spink, vp of The Sporting News. 


Court Upholds FCC | 
Multiple Ownership 
Limit in Storer Suit 


WASHINGTON, Jan. 8—Storer 
Broadcasting Corp. has lost another 
round in its legal fight to knock out 
the multiple station ownership | 
rules of the Federal Communica- | 
tions Commission. 

Taking its cue from the Supreme 
Court, which had already upheld | 
the legality of the seven station | 
limit, the court of appeals said the | 
FCC is within its rights when it} 
considers any holdings as little as 
1% as representing “an interest” 
in a station. 

The court said that Storer can | 
ask FCC for a waiver of the rules 
if it feels that the 1% formula is 
unreasonable. 


Allen Agency Formed 

Allen Advertising Agency has 
been formed, with offices at 125 
W. Main St., Danville, Ill. Officers 
are Alan J. Oster, president; Rus- 
sell Brougher, vp, and Cloyd Gilli- 
land, secretary-treasurer. The new 
agency handles both national and 
regional accounts including Elec- 
tric Eye Equipment Corp., Dan- 
ville; Slim-Aids, Champaign, and 
Midwest Burlap Bag Co., West- 
ville. 


RAB Advances John Curry | 

The Radio Advertising Bureau, 
New York, has appointed John T. 
Curry Jr. manager of station ser- 
vices. Mr. Curry left WEEI, Boston, 
to join the RAB’s sales staff last 
April. RAB also has named Ron 
Manders, formerly sales promotion 
and merchandising director of KF, | 
Los Angeles, to the station service 
department. 


Revise Top TV Advertisers 

In the listing of the 25 top tv 
advertisers carried in ADVERTISING 
Ace’s Dec. 24 issue, the following | 
changes should be made: Scott) 
Paper Co. is No. 17, with an ex-| 
penditure of $5,569,584; Sperry | 
Rand Corp. is No. 24 with an ex- 
penditure of $4,082,985, and Swift | 
& Co. is No. 25 with an expenditure | 
of $3,910,214. 


Y&R Names Three VPs 

Thomas R. Cox, Douglas J. Mur- 
phey and Edgar B. Van Winkle of | 
Young & Rubicam, New York, have 
been named vps of the agency. Mr. 
Cox is in the traffic department 
while Mr. Murphey and Mr. Van 
Winkle are account executives. 


Iowans have an effective buying income of more than $4 1/4 billion annually. 


More than 2 1/2 million people live in Iowa. . . 
and 1,920,000 of them are 15 years of age or over . . . and 1,310,000 adults read 
the Des Moines Sunday Register. 


1,310,000 WHO 
READ WHAT? 


More than 1,310,000 adults read the Des Moines Sunday Register 
70.6% of Iowa urban dwellers read it... 66.4% of Iowa farm folk read it. 


lowuh you say. I’ve always 


' 

Hello, hello . . . get me the 
' pronounced that loway. 4 1/4 

' 

! 


Sunday Register . . . no, not 
a copy, you idiot, the offices. 


billion. 1,310,000 you say... 


beeonecnd 


Yes, amazingly enough, the Des Moines Sunday Register covers a whole state (Iowa, that is) 
better than most metropolitan newspapers cover their city of publication. And Iowans 
get their Sunday Register delivered to their homes. Fine state of affairs we say. 


DES MOINES REGISTER anv [TRIBUNE 


Gardner Cowles, President 


Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 
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Nojl 


The No. 1 magazine for women... 


*Publisher’s Estimate 


Nojl IN CIRCULATION 


Average net paid circulation for 1956 was over 5,200,000*—the largest 
circulation of any magazine edited for women. Up 300,000 over 1955. 


IN NEWSSTAND SALES 


In voluntary, single-copy sales at the newsstands, Ladies’ Home 
Journal leads all other women’s magazines. 


IN ADVERTISING REVENUE 


Advertising revenue for 1956 was over $26,000,000— 
up 10.3% over the previous year. For 27 consecutive 
months, the Journal has shown a consistent revenue gain. 


IN IMPORTANT P.1I.B. CLASSIFICATIONS 


Ladies’ Home Journal continues to lead in advertising revenue among 
all magazines edited for women in important P. I. B. classifications. 
To name a few—Toiletries & Toilet Goods; Drugs & Remedies; 

Food & Food Products; Confectionery & Soft Drinks; Household 
Furnishings; Insurance; Horticulture; Soaps, Cleansers & Polishes. 


IN MERCHANDISING 


Ladies’ Home Journal continues to lead all women’s magazines in 
merchandising services, with continuous and widely used retail 
selling programs for grocery, drug, appliance, home-furnishings 
and department stores. Each is designed to be of direct assistance 
in helping advertisers sell more goods. 


“JOURNAL 


A CURTIS PUBLICATION 
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dvertising Age 


Self-Service for Autos, Too 


Scotch Ads Take C.M.'s Eye 


TV Praises Sung by E&E Man 


Copy Testing Called Backward ‘Science’ 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Dept. of Amplification and Debate... 


Supermarket Publisher Insists Supers 
Still Lead Low-Cost Parade 


By M. M. Zimmerman 
President, Super Market Merchandising 


In the Oct. 22, 1956, issue of ADVERTISING 
AGE, my good friend, E. B. Weiss, in his 
column, “On the Merchandising Front,” 
raises a very provocative question: “Is the 
food super a low-cost retailer?” To pursue 
his argument, he points out that Masters, 
one of New York’s most important dis- 
count houses, boasts of a total expense 
percentage of 11.3%. To which Mr. Weiss 
adds that he has yet to locate a super food 
chain that comes within any reasonable 
distance of Masters’ low expense rate. 

In support of his thesis, Mr. Weiss goes 
back historically to the 1930 pioneering 
days of the first supers and quotes from 
the famous letter of Michael Cullen to 
Kroger’s, in which Cullen stated he could 
operate a $10,000 weekly grocery volume 
at 6%% cost. He mentions that Big Bear 
was able to operate its grocery depart- 
ment at around 12%. [Mr. Weiss actually 
said that Big Bear “showed an expense 
percentage on its grocery department of 
about 10%... even though it was charged 
the entire overhead costs...’’] 

Mr. Weiss asks the following questions: 
“If these early supers were able to sell 
groceries at so low a cost, why are they 
not able to do it today, since the industry 
continues to claim to be the lowest cost 
retailer?” . . . “Is there one solitary food 
chain in this country that can boast a 
total expense percentage of 11.3%?” He 
answers himself with, “I have yet to 
locate a food chain that comes within any 
reasonable distance of that figure.” 


s In his article, Mr. Weiss quotes liber- 
ally, with many kind compliments, from 
my book, as well as from our 1955 annual 
industry study on operating costs and 
gross margins, which mentions that “food 
supers in 1955 took a gross margin of 
16.25% on groceries. (On meat, the gross 
margin was 21.46% and on _ produce, 
28.70%.) 

“Compare any of these figures,” Mr. 
Weiss comments, “even the 16.25% on 
grocery—with Masters’ figures—and pray 
tell who is the retail miracle worker?” 

In the first place, I have no recollec- 
tion of anyone ever claiming, as Mr. 
Weiss contends, that “the food super cut 
food margins almost in half.” The claim 
always made, and long substantiated, is 
that the supermarket cut the costs of food 
to the consumer by 10% and in its 25 
years has saved consumers more than $15 
billion in the cost of their foods. 


s Coming to the Masters operation, 
which Mr. Weiss cites as the exemplary 
operation, it is impossible to set a basis 
of comparison without information on the 
different departments in Masters, and the 
gross margins of each department in 
Masters’ operation. Mr. Weiss is entirely 
silent on these. The modern supermarket, 
to bring Mr. Weiss up to date, is far 
more complicated than the Big Bear and 
King Kullen markets. The modern super 


grocery department includes, besides the 
regular canned and packaged grocery 
products, dairy foods, ice cream, bakery, 
candy, frozen foods, dried products and 
specialty foods. Included also are many 
non-food items like drugs and toiletries, 
cigarets, tobacco, housewares, hardware, 
nursery stock, seeds and garden supplies, 
magazines, vending machines and mis- 
cellaneous non-food lines. Naturally, these 
various items carry different gross mark- 
ups ranging anywhere from 10% to as 
high as 30 and 35%, for example, on 
such items as toiletries. If one were to 
separate all these lines and confine the 
costs to dry groceries, it is safe to assume 
that the supermarket cost of selling gro- 
ceries today would be around 8 or 10%, 
which, contrary to Mr. Weiss’ assump- 
tion, is entirely in line with those signi- 
ficant examples, King Kullen and Big 
Bear, cited by Mr. Weiss. 

In the days of King Kullen and Big 
Bear, there were comparatively few su- 
permarkets. When King Kullen opened, 
he operated only the grocery department. 
The rest of the departments were con- 
cessions. Similarly, Big Bear operated 
only the grocery department, which was 
run by American House’ Grocers, 
a wholesaler. The other departments 
were concessions. It was the concessions 
that produced much of the net profit. 

How can one take the operating figures 
of a pioneer supermarket, dating back 
some 25 years, and compare them with 
the operating costs of today, when the 
supermarket industry has reached a stage 
of maturity? Its entire system of opera- 
tion has completely changed, with in- 
creased costs that were nonexistent in 
the earlier days. One can’t compare the 
operating costs of the modern supermar- 
ket with the old garage or factory type 
supers which housed the early markets. 


# Since Mr. Weiss uses the Masters’ 
11.3% as an illuminating example of low 
cost operation, we will take a single case 
of the Thorofare Markets of Pittsburgh, 
which does $90,000,000 annually in sales. 

Studying the gross margin picture, 
Thorofare’s gross margin for 1955 was 
16.54%, with an over-all expense of 
12.07%. Thorofare spent 2% for trading 
Stamps as part of its promotion. If we 
deduct this extra expense, Thorofare’s 
gross markup of 14.54% ranks pretty 
close to the early supermarkets. In ap- 
praising the present gross markup, we 
must take into consideration that there 
are many costs that have been added to 
store operation which did not exist in 
those earlier years. Incidentally, the 
Thorofare grocery department is op- 
erated on 12.07% expense, while the meat 
department is operated on an expense of 
12.09%. 

To further démonstrate how low gro- 
ceries are sold today in the modern mar- 
ket, we refer again to Thorofare Super 
Markets as a general example, character- 
istic of the industry. In the September 
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issue of Super Market Merchandising, 
featuring “The Thorofare Story,” a chart 
graphically illustrates the weekly ware- 
house movement to stores of 2,260 prod- 
ucts covering 162,215 case units. Gross 
margins vary, of course, from fair traded 
items like electric bulbs which carry a 
49% gross, to sugar in bags which carries 
a minus 3% loss. As examples, we list a 
few items below which sell at unusually 
low gross margins. These items may be 
classed as staples, but there are many in 
the list of the 2,260 products which sell 
at 10%, 12% and less than 15% gross: 


Baby food 9% Canned milk 7% 
Liquid bleach —4% Salt —T% 
Coffee 8% Soaps & powders 8% 
Cigarets 9% Canned soups 8% 
Bulk flour in Laundry starch 4% 

sacks —1% Sugar in bags —3% 
Canned juices 9% Carton sugar 5% 
Margarine 8% Vinegar 8% 


Even with the low gross margins, 
Thorofare earned a net of 4.33% in its 
grocery department. The reason, of 
course, is turnover. 

As for the high margins on meat which 
Mr. Weiss points out, Thorofare is selling 
the finest quality meats obtainable today 
at a gross markup of 16.95%, lower than 
the early super days, and we must bear 
in mind that meats, as a high perishable, 
carries with it considerable waste and 
unusually high labor costs. Even so, there 
is hardly a comparison in the operation 
of a super with Masters. There is no rela- 
tionship whatsoever. 


® In the final analysis, is it good distri- 
bution economics or is it fair to take an 
isolated case such as Masters, which may 
be credited with having performed a feat 
in selling hard and soft lines at a cost of 
possibly one-third less than the custom- 
ary department store markup and com- 
pare it with the supermarket industry as 
a whole, which, with approximately 7% 
of the retail food outlets, controls over 
55% or $22 billion in sales? Does this 
comparison make sense? Does it present 
a true comparative picture? 

Mr. Weiss’ trump card, Masters’ low 


cost, is an isolated case which by no 
means reflects the low operating cost of 
the rank and file of discount houses. 

Another discount house operator, Kor- 
vette, equally as important, if not more 
so than Masters, is reputed to operate at 
a gross markup of 20.5%, with a 14.5% 
cost. In the Korvette story which ap- 
peared in the November issue of Fortune, 
it states that Korvette’s expenses have 
already risen sharply. During the past 
six years, selling, administrative and sal- 
ary costs have risen from 6% of sales to 
14%%. The question now is whether 
Korvette can hold the line even at 14%% 
as it continues to grow. 

Furthermore, as the competitive situa- 
tion increases among discount houses 
and with Korvette becoming the leader 
in expansion, will Masters be able to hold 
its present low operating cost? Isn't it 
logical to assume that the same competi- 
tive conditions which forced supermar- 
kets to increase costs will also face the 
discount houses? 

Why does not Mr. Weiss compare in- 
dustry with industry? Why did he not se- 
lect other retailing fields like department 
stores, variety, hardware and other re- 
tailing segments and stack them up 
against the super? How would they show 
up under our present economy? What 
other fields of retailing today compare 
with the super’s markup or costs? Which 
retailing segment can work on one penny 
net profit and still make money?... 


s Mr. Weiss, despite his arguments to 
the contrary, must recognize that the 
super continues to serve the public most 
efficiently. What will happen in the fu- 
ture still remains to be seen, but until 
some new force in distribution appears 
which is more efficient, the super will 
continue to dominate as the No. 1 retailer 
and enjoy the confidence of the public. 
We don’t believe the discount house is as 
yet any great challenge. If anything, 
there will possibly be mergers between 
discount houses and supers and both 
should profit. 


Just Looking ... 


How long has it been since you have 
seen an adman in a gray flannel suit? 

I haven't any statistics, but my im- 
pression is that one second-rate novel 
has pretty well scared all Madison Ave. 
into Harris tweeds and hard-finished 
worsteds. 

This, I claim, is a deplorable exam- 
ple of craven herd reaction. 

But it is not surprising. Between 
the FTC, the renegade novelists, Harry 
Truman, The New Yorker, John Cros- 
by, the profs, the columnists, and the 
clergy, an awful lot of admen have 
been beaten into a rabbit-like state of 
timidity and dread of criticism. 

No longer the bold disturbers of the 


By Walter O'Meara 


status quo, they now ask only a little 
peace and seclusion in which to play it 
safe, copy each other, and hope they 
won't get a cease and desist order from 
Washington. 

As a result of this new anxiety- 
neurosis psychology, not only do most 
advertisements look alike, but so do 
most admen. And so it follows that 
whatever affects one affects all, e.g., 
the disappearance of the gfs. 


s And the ironic pay-off in this par- 
ticular instance is that, so far as I can 
recall, the gray flannel two-piece was 
never an especially conspicuous item 
in the adman’s wardrobe. 
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On the Merchandising Front... 


The Self-Service 


By E. B. Weiss 


I note that L. L. Colbert, president of 
Chrysler Corp., has remarked that auto- 
mobile sales in 1957 could hit the second 
highest figure in history, “but it all de- 
pends on the extra effort of the individual 
salesmen.” 

If this is indeed so, 
then auto sales in 1957 
very positively will not 
hit the second highest 
figure in history. On 
the contrary—again as- 
suming this statement 
by Mr. Colbert is cor- 
rectly founded—auto 
sales in 1957 will drop 
lower than they did in 
1956. 

Perhaps fortunately for the auto indus- 
try, its gigantic volume is primarily 
bought on a self-service basis by the 
American public. It is amazing—yet true 
—that the industry which gobbles up 
almost one-quarter of our total retail 
dollar does no more personal selling on 
the retail floor than does that other indus- 
try which also snares about one-quarter of 
our total retail dollar: the food industry! 

For some reason that escapes me, 
this self-evident fact is not generally com- 
prehended. You will still hear merchan- 
disers remark that pianos can’t be moved 
by self-service techniques; they must be 
sold, sir, by creative salesmen on the retail 
floor. I wonder how many creative sales- 
men are employed in retail piano outlets? 


E. B. Weiss 


s You will still hear merchandisers re- 
mark that major appliances can’t be 
moved by self-service techniques, al- 
though all around us we now have “ap- 
pliance supermarkets” and, of course, 
true personal selling on the floors of 
other types of major appliance outlets is 
clearly almost nonexistent. 

You will still hear merchandisers re- 
mark that the hardware store cannot go 
self-service, although it is heading in 
that very direction as fast as it can be 
refixtured. 

And, of course, we've been told for 
years that fashion merchandise simply 
cannot be moved in volume except by 
creative salespeople—despite the obvious 
fact that a gigantic volume in ready-to- 
wear is done in strictly self-service ap- 
parel outlets and despite the equally ob- 
vious fact that department stores have 
not been able to find more than a tiny 
number of creative floor people for years. 


® However, the auto industry furnishes 
outstanding proof that it is possible to 
move, in gigantic volume, a _ big-ticket, 
complicated item with an absolute mini- 
mum of personal selling; yes—with self- 
service. Surely President Colbert of 
Chrysler doesn’t think that the record- 
breaking figures of 1955 were achieved 
by intelligent, creative, hard-hitting per- 
sonal selling on the floor of the auto 
agency. And surely President Colbert 
doesn’t think that the 6,000,000 cars 
moved in 1956 were “sold” on the retail 
floor. 

As for 1957 auto selling at the retail 
level, my own very small experiences to 
date suggest that the retail selling of new 
cars will hit a new all-time low this 
year. And since it has been practically 
non-existent for over a decade, this will 
indeed constitute an achievement! 


s Here are the sordid details: 

In mid-October I marched myself into 
the auto agency in Danbury, Conn., from 
which I had bought a new car in 1953. 
(1 walked in there in 1953 unannounced 
and unsolicited and 1 bought a car—and 
have never heard from them since!) I 
found the “salesman” who had “sold” me 


Buying of Cars 


my car in 1953. To my amazement he 
actually recognized me, although he ob- 
viously didn’t know my name. I told him, 
clearly and specifically, that I had de- 
cided to buy a 1957 model. He told me 
the new models would be out in a few 
weeks; he was leaving the next day for 
Florida for a trade showing. He would get 
in touch with me—and then I could come 
down for a demonstration! (1 live 23 
miles from Danbury.) 

The first week in December I still 
hadn’t heard a peep from him. So I 
phoned him. Yes—the new models had 
been in for several weeks; but the “par- 
ticular model” he wanted to show me 
still hadn’t arrived. He “intended” to get 
in touch with me when it showed up. I 
asked him whether he knew there were 
several other cars on the market; that 
while he maintained a dignified silence 
I might have bought another make. It 
had never occurred to him! 

I write this during the third week in 
December. I have yet to hear from him 
again. 


® Going back to late October—I also 
marched myself into an auto agency in 
New Milford, Conn. Incidentally, bear in 
mind that these smaller cities and towns 
are presumably the last strongholds of 
competent retail selling—good service— 
courteous attention—and all that malar- 
ky. I met the president of this auto 
agency, which is, incidentally, one of 
President Colbert’s retail outlets. I told 
him that I had definitely decided to buy 
a new car. He took my name, etc., etc. 
(By the way, this company also sells 
farm implements and, over the years, I 
had spent at least $10,000 there on trac- 
tors, etc., so I wasn’t exactly unknown.) 

I never heard from him, either. But 
about four weeks later I got a telephone 
call (this really is creative selling—hear, 
hear) from a salesman at this very auto 
agency. He told me he had been going 
over the registration records, saw that I 
owned a 1953 Lincoln; thought I might 
be in the market for a new car. I asked 
him whether his boss had told him I had 
been in to the agency inquiring about a 
new car. The answer: “No!” This, Mr. 
Colbert, is the “extra effort” on which 
your 1957 volume presumably depends. 

I told him I was very much interested 
in buying a new car. He said he would be 
up soon to see me. For four weeks I 
didn’t hear a peep. Yesterday I got a card 
Saying that the model he wanted to show 
me still had not been delivered. Mean- 
while, I presumably will simply sit on 
my hands until this model comes in; 
also I’m still mystified why it must be 
this particular model. 


8 No, Mr. Colbert—neither your retail 
agencies nor the retail agencies of any of 
the Big Three (with, of course, a very 
few exceptions) sell autos. Autos are 
bought—self-service—by the American 
public. The only real selling for autos is 
done on used car lots. As a matter of 
blunt fact, more creative selling for new 
cars is done by the so-called auto boot- 
legger than by the authorized agencies— 
by far! 

It is truly astonishing that the auto 
industry hits such an enormous annual 
volume in this kind of setup. It is even 
more astonishing when it is realized that 
this industry today has no established 
retail price; that one can visit six agen- 
cies in the same area and get six differ- 
ent basic prices for the same car. It is 
even more astonishing when it is realized 
that the base price today generally rep- 
resents no more than about 60% of the 
final delivered price because of “extras,” 
optionals, taxes, etc., etc. It is even more 
astonishing when it is realized that auto 
lines have broadened to the point where 
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The Creative Man‘s Corner... 


the other for its copy line. 


aims at the same target. Actually, the 
scotch, the more you like Ballantine’s,” 


One for Art, One for Copy 


We find both these scotch ads particularly appealing—one for its art work, 


The Haig & Haig Pinch ad makes capital of its product’s most immediately 
recognizable distinction—the so-called * 
believe it does) gives importance to the products it features, covers them 
with the “halo” of public recognition, then, we feel, this ad—by so prom- 
inently featuring the pinch bottle—causes one to feel that, if he serves Haig 
& Haig in his home, people will recognize it, know it for an advertised brand, 
and his taste and good judgment will be commended. 

The Ballantine ad goes about this problem in a slightly different way, but 


entirely possible that the more one knows about the scotch combine of dis- 
tilleries and its allocation of whisky, and the more he knows about the actual 
composition of scotch whisky and how few scotches, these days, are eight and 
12 years old as they used to be, the less likely he would be to favor Ballantine. 

But this is being literal. In the twilight world of advertising, where phrases 
are used not so much for what they mean as for what their readers will take 
them to mean, this particular phrase will convince a number of uncritical 
readers that, if they wish to appear as mundane drinkers of scotch, they will 
serve Ballantine’s—and not keep the bottle under wraps. 


about Scotch, the more 
‘you like Ballantine's ; 


91° Brads. fer. 


‘pinch” bottle. If advertising (as we 


phrase, “The more you know about 
implies much more than it says. It is 


nobody seems to know how many models 
are available, or why. 

And it is even more astonishing when 
it is realized that apparently most dealers 
were stocked with only a minimum dis- 
play inventory at the time of the blitz 


new-model announcements, in October- 
November. Great interest is aroused-— 
and then the “merchandise” can’t be 


seen, or demonstrated, for weeks later. 
This is “creative selling’ at the manu- 
facturer level. 

Said Mr. Colbert of Chrysler: “To keep 
the auto market growing, as it will have 
to grow to keep this economy healthy, we 
are going to need that extra effort from 
the individual salesman who knows how 
to find his prospect—how to transform 
an interest in a product into a decision 
to buy—and how to close a sale.” 

I hope you are wrong in making this 
statement, Mr. Colbert. I hope you're 
wrong because it is obvious that you 


haven't had this kind of floor selling for 
years—you won't get it this year—and 
you won't get it the year after. I hope 
you’re wrong because I agree that our 
total prosperity is tied up, to a large de- 
gree, with that of the auto industry, and 
if auto sales can grow only because of 
intensified personal selling, then our fu- 
ture outlook is rather bleak. 


s I think, too, that intensified selling 
must start at the top, Mr. Colbert. And, 
when I survey the chaotic price situation 
in the auto industry, the chaotic model 
situation, the chaotic bootlegging situa- 
tion, the chaotic inventory situation 
weeks after new-model announcements— 
I rather doubt that the manufacturers 
are giving their agencies anything re- 
motely resembling a worthy example of 
the totally forgotten art of “solid selling 
effort all down the line,” to quote Mr. 
Colbert for the last time. 


Looking at Radio and Television... 


In Which Television's Praises Are Sung 


By The Eye and Ear Man 

In the wake (or perhaps I mean at the 
wake) of Collier’s and the Woman’s 
Home Companion, there is bound to be 
discussion about the role of television in 
relation to magazines, and—indeed—all 
print media. 

Not even the most dyed-in-the-press 
print man will deny that tv’s combination 


of sight plus sound plus demonstration 
makes it a mighty effective medium. 
And increasing numbers of serious ad- 
vertising men realize that television can 
sell anything. Whether by direct sell, 
animation or demonstration, any item 
can be sold by the magic medium. The 
argument that some brands need color is, 
by me, a lot of hokum. Hard sell can call 
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colors to mind almost as easily as they 
can be demonstrated. 


# It is conceded that some highticket 
items with a highly selective audience 
shouldn’t necessarily use a mass medi- 
um. But if they decide to use a mass 
medium, they might as well use televi- 
sion. Because it reaches everyone—yes, 
Virginia, everyone. Because if a guy 
doesn’t have a tv set, he visits someone 
who has. 

Polite talk usually puts it that tv will 
take only new money in the normal 
growth of advertising, but re-examina- 
tion of budgets will show that tv is 
sharply up in percentage and some of 
the growth has come from other media. 
As percentages of budgets going into 
television increase, something has to 
give. First it was radio; now it is other 
media. 

Built-in advantages of other media, 
like local impact and immediacy for 
newspapers, and color in magazines, are 
being matched by tv progress. Since tele- 
vision—with spots, participation pro- 
grams and opportune buyings—makes it 
possible for an advertiser with any size 
budget to use the medium, the advan- 
tages of other media will dwindle farther. 
And the cost per thousand on any basis 
makes television a good buy. 


® From an advertising viewpoint, the 
sad part of this picture is that a maga- 
zine like Collier’s represents a good ad- 
vertising value, taken separately. And it 
certainly is possible for a brand to do a 
creditable job using magazines as its 
basic effort. But the rub is this: as larger 
shares of giant advertisers’ budgets go 


Salesense in Advertising... 


into tv, they tend to sell off parts of 
their programs in order to move more 
completely around the weekly schedule, 
and smaller advertisers are coming into 
television increasingly, picking up these 
segments, where once they were confined 
to magazines. 

From a strict dollars-and-cents view- 
point, about the only thing which can 
prevent television’s ultimately account- 
ing for around 60% of national advertis- 
ing dollars is—cost. It may be possible to 
price the medium out of reason. Right 
now costs in tv are rising faster than cir- 
culation, and values—in homes reached— 
are declining for the first time in the 
medium’s history. These costs must be 
controlled, or the element of softness 
now evident will increase. 

In a sense, nobody has to sell television 
today. Many agencies seem to be afraid 
of it—mostly because they are afraid to 
face the blasts that follow a somewhat 
less than successful show with a rating 
that won’t land it in the top 100. Maga- 
zines represent little risk; only a few 
Starch rating points to be explained 
away. 


® Right now, early in 1957, television on 
the average gives an advertiser a chance 
to throw a powerful sell to around 7,- 
000,000 homes. Even the poorest tv show 
(in prime time, he amended hastily) can 
reach about 4,000,000 homes with an un- 
deniable impact. 

Sure, there always will be radio, mag- 
azines and newspapers. Each has a pur- 
pose beyond advertising. But from this 
corner it looks as if television will ulti- 
mately get the lion’s share of advertising 
dollars at the national level. 


Copy Testing a Backward ‘Science’ 


By James D. Woolf 


There is probably no activity having to 
do with advertising that is so undeveloped 
and untrustworthy as the “science” of 
copy testing. 

Actually, most of the time, it isn’t an 
“activity” at all. As a 
rough guess, I would 
say that 99% of all 
advertising in all media 
is produced, bought, 
and paid for without 
benefit of any sort of 
testing. 

This is regrettable 
because no copywriter 
is so omniscient that 
he can foretell the 
probable effectiveness of his copy theme. 

There is no such thing as dependable 
soothsaying in advertising or in any of 
the arts pertaining to human behavior. 


James D. Woolf 


s Says John Caples (“Advertising Hand- 
book”’): 

1. An author cannot always predict 
which of his books will be the best seller. 

2. A song writer cannot tell for sure 
whether his latest song will be a hit. 

3. Motion picture producers cannot be 
sure which of their productions will be 
most successful. 

4. A sales manager, experienced in hir- 
ing applicants, cannot always tell which 
of two salesmen will make more sales. 

To these instances of the fallibility of 
the experts I might point out that Broad- 
way maestros and television impresarios 
produce turkeys oftener than not. 


s It is strange, in view of this, that the 
advertising fraternity has not made great- 
er progress in the development of fairly 
reliable testing techniques and procedures. 


I have little faith in so-called “consum- 
er jury” testing. The procedure here, as 
we all know, is to ask people to read two 
or more advertisements, each of which 
may embody a different copy theme. This 
method is so absurd that I shan’t go into 
it here. A variation of the same technique 
is that of typing several key themes on 
ecards (one to a card) for submission to a 
jury of consumers. Something like this: 

Card A: “Sunshine tomato juice is rich 
in Vitamin C.” 

Card B: “Sunshine tomato juice has 
that fresh, FRESH taste.” 

Card C: “Sunshine tomato juice has the 
flavor of home-grown tomatoes.” 

Card D: “Sunshine tomato juice wakes 
up sleepy morning appetites.” 

Card E: “Sunshine tomato juice is al- 
ways delicious—time after time.” 

I admit, with shame, having resorted to 
the card technique in moments of puzzle- 
ment, but I cannot recall ever having 
learned anything on which I cared to pin 
my faith. In one case, as a matter of fact, 
the theme that won in a card test turned 
out to be a flop in a newspaper test cam- 
paign in an Ohio city. 


s Another testing technique of doubtful 
value, frequently used by agencies, is the 
“Consumer Quiz” procedure. It is de- 
scribed in a certain volume on psychology 
by a Ph.D. in a certain university. A list 
of 35 motives is presented to a clinical 
group of 100 persons, men and women, to 
weigh the importance and persuasiveness 
of these motives as stimuli to buying ac- 
tion from the viewpoint of the personal 
life of each of the guinea pigs in the group. 
“With reference to each motive,” instruct- 
ed the professor, “how impelling is it in 
determining your own everyday pur- 
chases?” 

It has been my experience that this sort 


of pre-testing procedure has very little 
validity. I can think of several reasons for 
its unreliability. To name just one, a 
source of error that steals in is this: The 
guinea pig’s idea of what motives are 
worthy and admirable is likely to dictate 
his choice rather than their actual potency 
in the marketplace. In other words, he 
votes for the motives that flatter his ego, 
even as you and I. 

I confess that I have no foolproof tech- 
nique of testing to suggest. My only pur- 
pose in writing this piece is to emphasize 
again the importance of the problem and 
the necessity of continuously applying 
our wits to it. Much work has already 
been done, I know, but I feel that we 
have hardly scratched the surface. 


= I believe that actual sales tests in stores 
have great possibilities. I once participat- 
ed in such a test in Chicago for a food 
product. Forty stores, all units in the same 
chain, were divided up into groups of ten 
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stores each, and small island displays of 
the product were set up in all 40 stores. 
Each of the four groups had its own indi- 
vidual “campaign” of display cards, 
streamers, etc. Thus in one group of ten 
stores all of the copy featured flavor; in 
the second group the appeal highlighted 
good nutrition and health; in the third 
group the copy theme centered on quick 
cooking; and in the fourth the theme com- 
bined all three appeals. The results of the 
test, which extended over a period of two 
months, were extremely interesting and 
enlightening—and, I might add, surpris- 
ing. 


= If you want to test, with complete re- 
liability, the persuasiveness of your prod- 
uct’s promised benefit, try selling it 
house-to-house. If the words you say 
about it induce a fair number of house- 
wives to fork over the price in hard cash, 
then and there, you have a theme that 
will sell. 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 


manent reference. Price: 


$5.95. Write Advertising Publications, 200 E. Illinois St., 


Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 
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MOTHER, IT's TRUE/ 
IVORY SOAP 
DOES FLOAT/ 


BAR 


News to a new generation. 


DRAWTHINKS 


The COPVWRITER'S Art Course 


A child's garden of voices 


Whether or not you get some ideas from home situations, you can easily 
visualize them with copywriters’ Keyhole-figures 


Look,mom! Mo pans / 
BAB-O 


Benefits of speedy cleansing 


THESE ARE SURE GOooD 
TUCKING-IN 
COVERS 


Nase, 


HEY! CooL! 


CHOCOLATE 
LIGHTNING / 


" Kh 


BLANKET 


A good way to say comfort? 


Why not try some Keyhole figures yourself? They're easy! 


BOSCO 


Real visual excitement here... 


How would you illustrate this child’s vivid description? 
“] like the fog because you can see a little bit and then you don’t 


see and then you ride ahead some more and then you can see and 
you keep seeing more as you ride into the fog.” 


Next Lesson: First of a series on “How to draw the product” 
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America’s ' ee TOY TRADE publication! 


|! Carries MORE adver 
_ tising from MORE 


.. Pioneer © of the field! McCREADY PUBLISHING 


71 W. 23rd St. WY. 10 


HEADQUARTERS FOR TOY MARKET 


INFORMATION! 


Fleer Names Martino, Rabner 
| Frank H. Fleer Corp., Philadel- 


|gum, has appointed James 
Martino to the new post of la 
ant promotion manager and Rich- 
ard H. Rabner sales research man- 
ager. Mr. Martino formerly was 
sales promotion manager of Alpha 
Portland Cement Co., Easton, Pa. 
| Mr. Rabner has been in market 
and sales research posts with 
| Fleer. 
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‘Don’t ‘Conspire to Obstruct Justice,’ Judge 
|Phia, maker of Double buble Warns KFMB-TV; Won't Excuse Witnesses 


San Dreco, Jan. 8—Superior | 
Court Judge John Hewicker last 
week threatened to cite Televi- 
sion Station KFMB’s_ owners, 
newscaster Harold Keen and his 
sponsor for conspiracy to obstruct 
justice if Mr. Keen continued to 
interview witnesses on his tele- 
vision news show in the sensa- 


look 


at all you set 
in The Star Weekly 


here’s whats ne \ \ 


but there’s 


68® 8°89 


6o® 98 © 


a NEW size. . 


a NEW and striking appearance . 


a NEW 40-page Magazine Section, now printed 


entirely in fine rotogravure. 


a NEW picture-sequence technique in the 
Picture Section, with unrivalled reproduction 
in colour and monotone. 


.. all four 


sections carry the unifying “Star Blue Banner”. 


. all four sections in an easy-to- 


handle, easy-to-read, easy-to-keep tabloid format. 


... urban and rural. 


99.6% of the time. 


you get MORE complete coverage of all Canada 


you get MORE interested readership, because 
The Star Weekly is sold for “cash-on-the-line” 


you get MORE family coverage, because The Star 
Weekly is edited for family reading. 


you get MORE advertising opportunities . . . the 


Picture Section, the Magazine Section, Comic 


Section and Novel Section. . 


. 4 magazines in 1. 


and ...the finest roto printing at the 


lowest cost per thousand in Canada! 


The $4.40 per 1,000 circulation of The Star Weekly 
Magazine Section (4-colour page) is considerably lower 


than that of any comparable weekly or 
monthly publication in Canada. 


CANADA'S ONE AND ONLY 
FAMILY WEEKLY 


tional Ruth Latham kidnapping- 
attempted murder trial. 

Originally, Judge Hewicker had 
threatened to cite Mr. Keen and 
the station’s owners for contempt 
of court for interviewing witnes- 
ses (AA, Dec. 17, 56). (The sta- 
tion had asserted that the wit- 
nesses had been “excused” when 
they had finished testifying.) He 
|later softened this threat by say- 
|ing the excused witness could be 
|interviewed if Mr. Keen stayed 
within the scope of “testimony 
given in court.” 
| 
. Thereupon, Mr. Keen took a 
/court reporter and a stenographer 
with him into court on two sep- 
arate occasions. But Judge He- 
| wicker refused to allow them to 
take notes. KFMB-TV had served 
the judge with a writ of mandate 
requiring him to show cause why 
the stenographer should not be al- 
lowed in court. 

Judge Hewicker took this latest 
action shortly after Mr. Keen 
walked into the courtroom on Jan. 
|2 at 3 p.m. The judge dismissed the 
jury but kept the court in session 


and said, “I see that Mr. Keen just 
walked in.”’ Addressing Mr. Keen, 
he said, “I want to tell you the wit- 


|nesses will step down but not be 
| excused hereafter. They will not be 
|}excused until this case is com- 
pleted. Do not put these witnes- 
ses on tv. If you do, I don’t be- 
lieve I'll bother with contempt 
proceedings.” 

| He said he would act on the 
‘basis of conspiracy to obstruct 
justice and cited the statute. 


| 


. Continuing to address Mr. 
/Keen, he stated, “You, the own- 
| ers of the station and the witnesses 
will be a party to this conspiracy. 
If you have any sponsors, they, 
| too, will be parties to it.” 

| He then said he would instruct 
|the district attorney to take up 
| the matter with the grand jury, 
or that he would instruct the 
grand jury to determine if jus- 
tice had been obstructed. 

He added: “If you bring a 
shorthand reporter into this court, 
I'll specify where that reporter is 
|to sit.” He told how he had ar- 
|ranged for a special press table 
|to accommodate the Los Angeles 
reporters and said the Union and 
Tribune reporters usually took 
|notes on their knees. 


s After further comments on the 
court's purpose being to assure 
|fair trials, he said he believed the 
litigants should have the privilege 
of bringing to the courtroom as 
many witnesses and friends as 
they desire. 

He said if this resulted in an 
overflow, then the reporters might 
have to relinquish their special 
table and he indicated some might 
have to leave the courtroom. 
| “Of course, I can decide what 
reporters would be excluded,” he 
| said. 

He concluded by telling Mr. 
Keen that since he could not use 
the witnesses on his tv show that 
any shorthand notes obtained 
“would be pretty old by the time 
this case is completed. But you 
might cut them up into paper 
dolls.” 


NBC Names Three VPs 

The National Broadcasting Co., 
New York, has added three vps. 
They are James E. Denning, for- 
merly director of the talent and 
program contract administration, 
now vp in charge of the depart- 
ment; Richard H. Graham, former- 
ly Pacific Coast counsel for RCA, 
now law vp for the Pacific divi- 
sion, and Thomas W. Sarnoff, for- 
merly vp of California National 
Productions, NBC’s film producing 
subsidiary, now vp in charge of 
production and business affairs. 
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“You don’t need 


offices throughout 
the U.S. A. to need 
Advertising Age” 


says EDWARD L. KOBLITZ 
President 
The Edwards Agency, Inc. 
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| EDWARD L. KOBLITZ | 


A graduate of the University of Wisconsin and a | 
former Cleveland Plain Dealer reporter, Mr. Kob- 
litz entered the agency business purely by chance. 
After emerging from five years in the Air Force as 

a captain, he located in Los Angeles. Mr. Koblitz 

says that a building he was leasing appealed to an 
advertising firm—and that he went along with the 
deal. Liking what he saw of the advertising busi- 
ness, he launched The Edwards Agency in 1949, 

First quartered in a loft, Mr. Edwards has made 

his way down as his agency grew, and in the fall 

of 1956, purchased his own building—a modern 
air-conditioned facility on La Cienega’s world fa- 
mous “restaurant row.” 

Though a “local” agency from a physical stand- 
point, Mr. Edwards places advertising with major 
media from coast to coast. He credits his develop- 


ing success story to applying “national” thinking | 
, ; | 
to medium-sized accounts. 

| 


200 EAST ILLINOIS STREET © CHICAGO 


ILLINOIS plenty ==: SS SSS 


“Our roots are in Los Angeles and we have no 

branches, but Advertising Age is just as vital to 
our operation. National news is important to us. 
The trends, techniques and transitions reported 


in Ad Age have been instrumental in our growth.” 
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Sears, Ward Cat [7 
Down Payments 
on Appliances 


V Sponsors Spending 
More for Some Shean 
Mallins 
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68 
Breed Joins Reynolds Metals 


Henry A. Breed, formerly adver- 
tising and sales promotion mana- 
ger of the Wood Products division 
of the Mengel Co., Louisville, has 
joined Reynolds Metals Co., Louis- 
ville, as assistant industrial adver- 
tising manager. He will handle 
advertising of products for the ir- 
rigation, transportation, paint, ma- 
chinery and equipment markets. 


Brown Elects Baker, Bernard 


Carl S. Brown Co., New York, 
has elected Elias B. Baker, vp and 


supervisor of the Colgate-Palmol- | 


ive account, exec vp of the agency. 
Merchandising director J. Law- 
rence Bernard was elected a vp, 
and Isabel M. Hart, secretary, was 
named to serve in the dual capac- 
ity of secretary-treasurer. 


NO TYPE USED 


WONEST INJUN! 


This ad was set with- 
out a single piece 


.. Using streamlined FOTOTYPE for 
display and JUSTI-TYPE Stretchable 
Paper for body copy, a revolutionary 
new innovation that justifies copy in 
only one typing. This time-tested com- 
bination means important savings to 
you on ads, catalogs, house organs, 
etc., to be reproduced by offset, zincs, 
or silk screen. 64-page catalog free! 


‘FOTOTYPEy 


1425 ROSCOE sracer ‘ 
CHICAGO 


Videodex Network TV Ratings 
Dec. 1-7, 1956 


Copyright by Videodex Inc. 


Program 
| Love Lucy (Procter & Gamble, General Foods, 159 Cities, CBS) ... 
Jackie Gleason (Bulova, Old Gold, 166 Cities, CBS) 
Dragnet (Chesterfield, 169 Cities, NBC) 
Ed Sullivan (Lincoln-Mercury Dealers, 166 Cities, CBS) 
$64,000 Question (Revion, 169 Cities, CBS) 
December Bride (General Foods, 180 Cities, CBS) 
Red Skelton (Pet Milk, Johnson’s Wax, 106 Cities, CBS) 
Climax (Chrysler, 170 Cities, CBS) 
Gale Storm (Nestle, 156 Cities, CBS) 
GE Theater (General Electric, 146 Cities, CBS) 


cowaonouwusa ON 


Program 
Jackie Gleason (Bulova, Old Gold, 166 Cities, CBS) 
| Love Lucy (Procter & Gamble, General Foods, 159 Cities, CBS) ............ 
Dragnet (Chesterfield, 169 Cities, NBC) 
Ed Sullivan (Lincoln-Mercury Dealers, 166 Cities, CBS) 
$64,000 Question (Revlon, 169 Cities, CBS) 
December Bride (General Foods, 180 Cities, CBS 
Climax (Chrysler, 170 Cities, CBS) 
Gale Storm (Nestle, 156 Cities, CBS) 
George Gobel (Armour, Pet Milk, 172 Cities, NBC) 
I've Got A Secret (Winston cigarets, 175 Cities, CBS) 


ow@mnNO WS WOH — 


Train Offers Free Food itions. Mr. Breiel, associate ad di- 

Food service without charge has rector of the editions since 1954, 
been introduced on Union Pacific’s | will continue to report to Fred D. 
new shuttle train between Los An- | Thompson Jr., who has been serv- 
geles and Las Vegas. A continental | ing as advertising director of both 


coffee is served after the morning | |itions. Reader’s Digest also has 
departure from Los Angeles. A| |named Frederick W. Herron, who 
luncheon, also free, consists of | recently joined the publication 
cold cuts and salad dishes. On the| from Macmillan Co., director of its 
evening return trip, a hot entree| educational department. He suc- 


is served, plus supplementary | ceeds Arthur J. Crowley, who has 
| items. | retired. 
| 


| ‘Digest’ Boosts Breiel, Herron Etter Joins ‘American Weekly’ 
Reader’s Digest, New York, has Ron Etter, last with American 

appointed John H. Breiel advertis- _Magaz ine, has joined The Ameri- 

ing director of its international ed- | can Weekly sales staff in Chicago. 


Else Like It In Louisville! 


“DIAL 970” 


WAVE’S 


MONITOR FORMAT! 


WAKE UP WITH WAVE 


(6 a.m. — 9 a.m.) 


Wake Up With WAVE is DIAL 970's early- 


morning feature, bringing 
everything they 
the day. 
is at the mike... 
informal. 


need to know 
WAVE’s popular Foster Brooks 
friendly, 


Louisvillians 
to start 


relaxed, 


Wake Up With WAVE is a happy blend 


breakfast of fruit juices, rolls and | |the domestic and international ed- | 
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Pulse Network TV 
November 1-7, 1956 


TOP TWENTY SHOWS, ONCE-A-WEEK 


Program 
Ed Sullivan (Lincoln-Mercury, CBS) 


Producer’s Showcase (RCA, Whirlpool, NBC) ..... 
ee MUU I IT . sstvacutpnoscsdessesinesusnasinaboutnacsoess 


$64,000 Question (Revlon, CBS) ... 
Phil Silvers (Amana, Camel, CBS) 


| Love Lucy (P&G, General Foods, CBS) ..... 
Perry Como (Several sponsors, NBC) 


Climax (Chrysler, CBS) 
GE Theater (General Electric, CBS) 
Jackie Gleason ((Bulova, Old Gold, 


CBS) . 


Alfred Hitchcock Presents (Bristol-Myers, CBS) 


Robert Montgomery Show (Wildroot 
Jane Wyman Show (P&G, NBC) 


, Johnson's wax, NBC) 


Caesar's Hour (Several sponsors, NBC) 


George Gobel (Pet Milk, Armour, 


Hit Parade (Richard Hudnut, Lucky Strike, NBC) seen 
Playhouse 90 (Ronson, Singer, Bristol-Myers, CBS) ..........:c0.ccccccceseeseeeeseoees 
What's My Line (Helene Curtis, Remington Rand, CBS) 


Dragnet (Chesterfield, Schick, NBC) 


Disneyland (American Dairy, American Motors, Derby Foods, ABC) 


MULTI-WEEKLY, TOP TEN 


NBC News (Several sponsors, NBC) 
Queen for a Day (Several sponsors, 


CBS News (Several sponsors) ... 


owMOnN OWS ON — 


— 


Mickey Mouse Club (Several sponsors, ABC) .o........ccccccccccccecceseees 


ee 


Arthur Godfrey (Several sponsors, CBS) ............ ; 
Eddie Fisher (Coca-Cola, Planter’s Peanuts, NBC) ........... 
Art Linkletter’s House Party (Several sponsors, CBS) .. 
Guiding Light (P&G, CBS) ................. 


Search for Tomorrow (P&G, CBS) ... 


Love of Life (American Home Products, CBS) . 


Trendex TV Ratings 


Dec. 1 


-7, 1956 


Program 


Ed Sullivan (Lincoln-Mercury Dealers, 
Person to Person (Time-Life, Amoco 


Talent Scouts (Lipton, Toni, CBS) 
$64,000 Question (Revlon, CBS) 


I've Got A Secret (Winston cigarets, 


1 
2 
3 
4 
5 
6 
7 
8 
9 
0 


1 


Alfred Hitchcock Presents (Bristol-Myers, 
You Bet Your Life (DeSoto-Plymouth, NBC) ...... . 
What's My Line (Remington Rand, Jules Montenier, CBS) 


COB) cccereseis ; 


| Love Lucy (Procter & Gamble, General Foods, CBS) 


ges, CBS) ........... 


<n 


CBS) ..... 


Jackie Gleason (Old Gold, Bulova, CBS) ............ 


Expected Business 
Expansion Prompts 
Chicagoland Fair 


Cuicaco, Jan. 8—Spurred on by 
the industrial and marketing de- 
velopment that the St. Lawrence 


Seaway is expected to touch off, a} 


Chicagoland Fair, sponsored by the 


|Chicago Assn. of Commerce & In- 
| dustry, will be held on Navy Pier, 


June 28 through July 14. 

Fair director Richard Revnes, 
who is director of membership for 
the Assn. of Commerce & Industry, 


Josephson, Gulick Adds Two 
Josephson, Gulick & Cuffari, 
Montclair, N.J., has been appointed 
to handle advertising, sales promo- 
tion and public relations for Tana- 
tex Corp., Kearney, N.J., maker of 
textile chemicals, and Kenneth 
Stacy Corp., New York, sales agen- 
cy for Wellington Sears interfacing 
material. 


_Haner Named Schmidt A.M. 
James A. Haner has been ap- 
pointed advertising manager of the 
Jacob Schmidt Brewing Co., St. 
Paul, a division of Pfeiffer Brew- 
| ing Co. Mr. Haner joined the brew- 


of recorded music, newseasts every half 
hour, weather and traffie reports, school 
closings and farm news. Highly successful 
new feature is a beeper phone report 
every quarter hour from Police Head- 
quarters giving specific when-and-where 
details about accidents, traffic jams, fires, 
icy roads, ete. 


Other Coordinated DIAL 970 Programs 


DIAL 970—WAVE'S DYNAMIC NEW RADIO 
SERVICE FOR A DYNAMIC NEW LOUISVILLE! 


WAVE 


5000 WATTS «+ NBC AFFILIATE 
LOUISVILLE 


Nee SPOT SALES 
Exclusive National Representatives 


Complementing MONITOR 


CAROUSEL Fun and facts for busy Louisville home 
makers, Club news, interviews, book reviews and 


music, 


ROAD SHOW Riding 


cars —-getting 


with Louisvillians in their 


them home relaxed and informed 


Music, news, weather and traffic reports, time, 


sports and humor. 


NIGHT BEAT The pulse of Louisville after dark 
Direct local news 


Direct local sports round-up, 
Music 


and world news. Human-interest features. 


|out the nation who seek the secur- 
jity and occupational 


| hibitors. 


said, “The Fair will not only be a 
showcase of products produced and | 
services available in the Chicago 
area, but it will be a recruiting | 
ground for young people through- | 


l ery a year and a half ago. 


happiness 
available in Chicago.” 

Over 60% of the space on the 
Pier has already been sold or re- 
served, said Mr. Revnes, by 75 ex- 
He hopes to attract some 
500,000 persons to the 17-day ex- 
position. 

It is estimated that about 890,000 
new jobs will be created in the 
Chicago area within five years af- 
ter completion of the St. Lawrence 
Seaway, which is expected to open 
in 1959. 

A limited amount of advertising 
will be placed in rural and small 
town newspapers throughout the 
Midwest only. This will be supple- 
mented by distribution of posters 
to high schools, colleges and li- 
braries. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 

Many of the exhibitors say they papers. We've been doing it 
will purchase blocks of tickets to| quickly, professionally and inex. 
the Fair and merchandise them pensively since 2688. 


through their dealers and distrib- 
utors. Others plan to have employ- CONSOLIDATED unre BUREAUS 
“431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5S, ILLINOIS 


ment counselors on hand to talk to 
170 FIFTH AVENUE, NEW YORK 10, W.-Y. 


young people interested in locating 
in the Chicago area. 
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|NARTB Starts Farm 
Broadcast Promotion 


WasHINGTON, Jan. 8—Over 100 
radio and tv stations responded 
within 24 hours to proposals by the 
National Assn. of Radio & Televi- 
|sion Broadcasters for a first an- 
| nual National Farm Broadcast Day 
to be held Feb. 2. 

The association sent letters to its 
|members offering a kit of mate- 
rials for the event, and pointed out 
that farm market broadcasts have 
become important program fea- 
| tures for many stations. 


ROBERT L. BROPHY, formerly vp, sales A tabulation just released by the 
and advertising, of Miles Labora- | Department of Agriculture reports 
tories, Canada, has been appointed | that 1,461 radio stations, out of 1,- 
director of sales and marketing of 


968 surveyed by the department, 
carry daily farm market broad- 


|casts. The survey showed farm | 
market news programs on 149 tv} 
stations out of 343, a big increase 
from last year. 


Seattle Art Directors Elect 

James Peck, Miller, Mackay, | 
Hoeck & Hartung, has been elected | 
|president of the Seattle Art Di-| 
| rectors Society. Other new officers | 
|are Robert Lally, Boeing Airplane | 
|Co., treasurer, and Clark Willey, | 
| McCarty Co. of Washington, secre- | 
| tary. 


Kaigler Joins W. S. Roberts 
David Kaigler, formerly general 
|manager of WPFH, Wilmington, 
| Del., tv station, has been appointed 
vp and account executive of W. S. 
|Roberts Inc., Philadelphia. 


Chesebrough-Pond’s (Canada), 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
But did I mention the young, active, “extra” market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 


most newspapers are unable to offer! 

it all adds up to: 

@ 38,586 total circulation; includes 94% coverage of 
Standard Metropolitan County Area (McLean) 

@ $147 Million subscriber Retail purchases 

@ $31 Million subscriber Food purchases 


TH Daily Pantagraph 


BLOOMINGTON-NORMAL, ILL. 
127 Mi. S. W. Chicago—157 N. E. of St. touis 


Represented by Gilman, Nicoll & Ruthman 


Toronto. 


Aim at People, Not 
Mobs, Industrial | 
Admen Are Advised 


New York, Jan. 8—The indus- 
trial advertiser often forgets that 
he’s advertising to an individual, 
the New York chapter of the Na- 
tional Industrial Advertisers Assn. 
was told yesterday. 

W. A. Reedy, editor of Eastman 
Kodak’s Applied Photography, told 
the chapter: “You know you don’t 
advertise to a mob but to an in- 
dividual, yet you forget this when 
you advertise to the engineer and 
purchasing agent.” 

Mr. Reedy said these customers 
are the same ones who buy re- 
frigerators and washing machines. 

“Industrial advertising is dif- 
ferent, you say, but the industrial 
prospect and the consumer are 
both consumers.” He said, “What's 
good after 5 o’clock is good before 
§.* 


s He complained that all the ads| 
in a 200-page industrial magazine | 
were monotonously similar, while 
the photos used in Life and For- 
tune ads “hit you.” 

“A photo in an industrial ad 
should have ‘buy’ to stop a man, | 
but often the photo is weak and 
you resort to arrows and circles on 
them, which are measures of fail- 
ure,” Mr. Reedy said. 

Photography is advertising’s big- 
gest bargain, he added, but indus- 
trial advertisers forget that the 
illustration must carry its weight 
without crutches if it is the most 
important part of the ad. 

“Color is relatively inexpensive,” 
he said. “You forget that color is 
good even if it’s lousy. But black- 
and-white is lousy if it’s lousy.” 


NBC-TV Signs Advertisers 

Seven more advertisers have 
bought participations on NBC-TV’s 
“Today,” “Home” and “Tonight.” 
They are Yardley of London (N. W. 
Ayer & Son); Polk Miller Products 
Corp. (Ayer); Patterson-Sargent 
Co. (D’Arcy Advertising Co.); 
C. H. Musselman Co. (Arndt, Pres- 
ton, Chapin, Lamb & Keen); Vita- 
min Corp. of America (BBDO); 
J. P. Stevens & Co. (Bryan Hous- 
ton Inc.) and Hess, Goldsmith & 
Co. division of Burlington In- 
dustries. 


ABC Appoints Weinbach 

Mortimer Weinbach, vp in 
charge of labor relations for the 
American Broadcasting Co., New 
York, has been named vp and gen- 


eral counsel of the network, suc- 
ceeding James A. Stabile, who left 
to join NBC. 


O'Connor Joins TNT 

John B. O’Connor, formerly of 
General Electric Co., has been ap- 
pointed national sales representa- 
tive for tele-sessions division of 
Theater Network Television, New 
York. 


a 


V Actually, effective buying income of more than $2.5 billion 
¥ More than twice the retail sales of indianapolis metropolitan area 
¥ Not covered by San Francisco and Los Angeles newspapers 


It takes the 3 Bees to carry your sales message into California’s 
rich inland valley. Valley families, cut off from the coast by 
mountains, read their own local papers. There’s where you 


should tell them about your product. 


Data Source: Sales Management’s 1956 Copyrighted Survey 
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SOMETHING 
MISSING 


..- LIKE CALIFORNIA LW7AOLT 
THE BILLION-DOLLAR 
VALLEY OF THE BEES 
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e THE SACRAMENTO BEE 
© THE MODESTO BEE 


e THE FRESNO BEE 
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‘Twin City Star,’ 
New Daily, to Serve 
Bryan, Tex., Area 


BrYAN, TeEx., Jan. 8—The Twin- 
City Star, a new daily newspaper, 
is expected to begin publication 
here early in March to serve Bry- 
an, College Station, Brazos County 
and the surrounding trade area. 

Paschal Price Publishers Inc., a 
new company incorporated for half 
a million dollars under a Texas 
charter, is initiating the new pub- 
lication, which will be printed and 
distributed six mornings a week. 

Charter subscriptions are now 
being accepted and, according to 
Paschal Price, publisher and presi- 
dent of the corporation, early re- 
sponse indicates the community’s 
desire for a live-wire home town 
newspaper. 


® The corporation has leased a 
former shopping center building 
which is being remodeled into a| 
modern printing plant. Facilities 
will include a 16-page Goss rotary 
press, four Intertypes, Ludlow and 
Elrod presses and a teletype-setter. 
Serving with Mr. Price on the 
temporary board of directors are 
Marion Pugh and Herbert Shaffer, 
College Station; John Mayfield and 
Clarence Jamail, Houston; John 
Hill Jr., Dallas; Bert Pfaff, Tyler; 
Tony Heldenfels, Corpus Christi, 
and Pat Stanford, Midland. Per- 
manent directors will be elected 
at the first stockholders meeting 
after the start of publication. 


United, Community Chest 
Drives Reach 100% Goal 

The combined totals of the na- 
tion’s United Fund and Commun- 
ity Chest campaigns reached a 
new high in 1956 with $379,100,- 
000 pledged in fall campaigns for 
health and welfare services in 
1957. This means that in total the 
campaigns attained 100% of their 
goals. It also represents a net gain 
of more than $39,000,000 over last 
year. 

As in the past, unique cam- 
paign techniques helped fill the 
till. For example, Portland, Ore., 
put its campaign on wheels with 
a new curb service in front of its 
own headquarters using the slo- 
gan, “Drive in with your dough 
and away you go!” When Jack- 
sonville’s streets were flooded by 
hurricane waters in the middle of 


the campaign, the United Fund 
waded through the quickly impro- 
vised slogan, “The need is worse 
than the weather.” 


Harriet Romain Adds Two 

Marino Jewelry, New York, cos- 
tume jewelry manufacturer, has 
appointed Harriet Romain Adver- 
tising, New York, its first agency. 
The first ad will appear in the Feb. 
1 Vogue and will feature a collec- 
tion of heirloom designs. Romain 
also has been named to handle ad- 
vertising and promotion of a new 
line of children’s dresses by Young- 
life Fashions, New York. Ads in 
Life, the New York Times Maga- 
zine and trade publications will be 
used. 


Al Quinn Forms Agency | 
Al Quinn, for the past 15 years | 


Cameron & Co., Waco, has opened 
his own agency, Al Quinn Adver- 
tising, with offices at 2500 Homan 
Ave., Waco. His first account is 
Wm. Cameron & Co., which makes 
material and supplies for the 
building and construction fields. 


Smith Retires from Magazine 
Floyd W. Smith, promotion di- 
rector of Town & Country, New 
York, has retired after 47 years 
with the promotion and editorial 
departments of the magazine. 


Anahist Co. Accepts 
Consent Order in 
United Cigar Case 


WaAsHINGTON, Jan. 8—The third 
of three drug suppliers accused of 
giving “illegal” promotion benefits 
to United Cigar-Whelan Stores 
Corp., Brooklyn, has accepted a 


Federal Trade Commission con-| companies were not offering to its| which stores 


sored by the drug chain. 

The order announced by FTC 
was directed at Anahist Co., 
Yonkers. It is similar to orders al- 
ready accepted by Bymart-Tintair 
Inc., and Johnson & Johnson. Com- 
plaints against a fourth company, 
Serutan Co., were dropped by FTC. 

The complaints, issued March 5, 
contended United Cigar-Whelan 


| stores got benefits which the drug 
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in which it agreed not to “know- 
ingly induce or receive” these fa- 
vorable allowances. 

The cases are not related to 
another series of FTC complaints 
which charge that drug and food 
manufacturers use radio-tv promo- 
tion plans as a device for giving 
illegal benefits to favored chains. 
This second series of complaints is 
aimed at space-for-time deals in 
get free spot an- 


sent order preventing it from “buy- | competitors. Subsequently United- | nouncements for giving in-store 
ing” spots on tv programs spon-| Whelan accepted a consent order | displays to network advertisers. 


_Pre-sold! Everybody loves the stories of Hawkeye and the Last of the 
Mohicans, acclaimed by the Cambridge History of American Literature 
_as “The most memorable character American fiction has given to 


the world.” Here’s audience-captivating TV fare for the whole family! 


Here’s real excitement — the first “Eastern.” Here’s real action— the rude 
rough-and-ready frontier reproduced in the original French and Indian War country. 


Here’s sales for you— but you must act quickly. Your first step to reserve the 


Just say, * 


_best markets and to increase sales is to wire or phone TPA collect today. 
Let's pow-wow now.” We'll set up a private screening of 


director of advertising of Wm. Hawkeye and the Last of the Mohicans for you in your own office. 


Attention! | 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 


For detailed information, write 
MFA. Publishing Department, | 


uae 
4 


supplies available. 


200 South 7th, Columbia, Mo. || 


Pia Television Programs of America, Inc. 


EDWARD SMALL + MILTON A. GORDON + MICHAEL M. SILLERMAN 


Chairman 


President 


Executive Vice-President 


488 Madison Ave., New York 22, N.Y. + PL. 5-2100 
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FTC Okays Creamo 
as Margarine Brand 


WASHINGTON, Jan. 8—The Fed- 
eral Trade Commission “balanced 
the equities” last week and decided 
to let the Blanton Co., St. Louis, 
continue to use Creamo as the 
brand name for its margarine. 

The commission said Hearing 
Examiner Everett Haycraft was 
correct when he ruled in Novem- 
ber, 1954, that the name suggests 


a dairy product, in violation of 
the Margarine Act of 1950. 

But, the commission noted, 
Blanton has used the name for 52 
years and has spent more than 
$2,250,000 during the past 20 years 
to advertise and promote it. 

As a compromise, FTC specified 
that Blanton could continue to use 
the name Creamo, provided it is 
accompanied by the word “oleo- 
margarine” or “margarine” and a 
full statement of the ingredients. 
The order prohibits the use of 


such descriptive phrases’ as 
“sweet fresh cream” and “cream 
enriched” in advertising, except 
when used as a part of a full 
statement of ingredients. 


s In its decision to modify the 
order, FTC insisted the selection 
of a remedy is within the allow- 
able judgment of the commission. 
But it acknowledged that the Su- 
preme Court has indicated that 
destruction of trade names should 
not be ordered if less drastic 


means will accomplish the same 
result. 

“In balancing the equities in 
this case,” FTC said, “it is our 
impression that it is possible to 
protect the respondent’s good will 
and property rights in the name 
Creamo and yet remove the possi- 
bility that this name represents 
or suggests that the product is 
butter or a dairy product.” 

The commission acted after 
Blanton Co. 
would lack adequate financial re- 
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sources to establish comparable 
consumer acceptance of a new 
name. 


FDA Getting Set to 
Scrutinize Drug Ads, 
Werble Tells Admen 


New York, Jan. 8—Pharmaceu- 
tical promotion is set to get closer 
scrutiny from the Food & Drug 
| Administration, according to Wall- 
|lace Werble, publisher of “F-D-C 
Reports,” a newsletter known in 
the industry as “the pink sheet.” 

Mr. Werble told the Pharmaceu- 
tical Advertising Club of New York 
|that while advertising comes gen- 
erally under the jurisdiction of the 
Federal Trade Commission, the 
|Food & Drug Administration has 
| decided it possesses more authority 

than it has yet used in supervising 
|drug advertising. 

“Promotional claims for products 
|have often exceeded the specifica- 
tions contained in applications,” he 
said. Now, however, the FDA feels 
the time has come to “do some- 
| thing about” excessive claims. 

| Mr. Werble cautioned that claims 
|going beyond new-drug applica- 
| tions should not be made in promo- 
| tion without consultation with the 
| company’s legal department. He 
added that advertising should also 
| carry all warnings required in di- 
}rections for using drugs, regardless 
of “how much these might hurt.” 


Buys Electroplastic Rights 

Rights to the process of making 
Electroplastic letterpress printing 
|plates have been purchased by 
Printing Plates Research, Colum- 
hws O., from Stephen Johnson Jr., 
|Lafayette, Cal. The Electroplastic 
plate combines a standard copper 
electrotype shell with a_ special 
lightweight plastic backing in- 
stead of the usual lead backing, 
| resulting in a much lighter plate, 
according to the company. PPR 
|plans to license the process to 
qualified electrotypers throughout 
the world and, to date, has li- 
censed 16 plants in the U. S. and 
Canada. 


Two Join ‘Good Housekeeping’ 

Roger Barnett, formerly with 
|Haire Publishing Co., has joined 
| the New York sales staff of Good 
| Housekeeping. Robert Fulton, for- 
|}merly with Conover-Mast, has 
|joined Good Housekeeping’s west- 
ern sales staff. 


Handle Your Publicity 
Easily, Efficiently 
and Get Better 


Bacon’s NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 


Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 64/2" x 914" size, 
272 pages. Write for your copy tedey. 
el 


PRICE $15.00 Sent on Approval 


Stote 
Bill: CO Me 0 My Compony 


BACON’S CLIPPING BUREAU 
343 So, Dearborn St. . Chicago 4, Illinois 


City 
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PHOTOGRAPHIC 
REVIEW OF 


PLAIDY CADDY—Maytag Co. is marketing a new economy priced ; 
clothes washer and dryer pair called the Highlander—and how VAL S. BAUMAN, formerly general 
I else could this be promoted except by a plaid Cadillac complete merchandising manager, has been 


with lassie? The plaid treatment, also used on buses serving the elected vp in charge of national 
winter furniture market in Chicago, is achieved with colored advertising and merchandising of 
Scotch tape. National Tea Co., Chicago. 


<r. 
MILK — 
= 


POUNDS ON, POUNDS OFF—In its first major outdoor taneously in selected markets to promote both its 
campaign, the Sealtest division of National Dairy  Sealtest skim milk and its ice cream. The ten-month 
Products Corp. is using these two posters simul- campaign was prepared by N. W. Ayer & Son. 


COLD WAR FRONT—Zahra Norbo, Miss Sweden of 1955, does her bit 

to help publicize Citroid cold tablets made by Grove Laboratories 

by holding the pills and the citrus peels from which they are made. 
Miss Norbo is also known as Miss Anti-Sneeze. 


Gaffney Framberger 
INTERNATIONAL TOAST—Evelyn Clegg, 21-year-old British National 
Dairy Queen who recently completed a nationwide tour of the U.S., 
joins leaders of America’s June Is Dairy Month, in a toast. J. J. 
Gaffney of Plymouth, Wis., represents the National Cheese Institute 
and is the 1957 June Is Dairy Month chairman. Martin J. Fram- 
berger, manager of the American Dairy Assn., is the new vice- 
chairman. 


v 
— Kem. Kontrelibyrins sttest 


motes 


Hizet 


SEecTr‘cC 
watch / 


REALISM—Air-Wick ad in the Swed- 
ish weekly, Aret Runt, is a bold 
piece of copywriting. Headline 
POP-PROTECTOR—This photo will be used in a contest sponsored by reads: “Please Mama, give me Air- 


the Food Casing division of Visking Co., Chicago, in which more Wick!” 

than $60,000 in prizes will be awarded. The object of the contest 

will be to create an appropriate caption for the picture. The contest “MAKES HisTORY”—Powered by a tiny battery the size of a shirt 
will be promoted with two-color, two-page ads in the May 6 Life button, the world’s first electric watch will be introduced next 
and May 19 Look, plus some 20,000,000 pamphlets inserted in pack- month by Hamilton Watch Co. (AA, Jan. 7). This bleed color 
ages of “skinless” frankfurters and other sausage meats. Edward spread will run in March issues of Coronet and Reader’s Digest. N. 


H. Weiss & Co., Chicago, is Visking’s agency. W. Ayer & Son is the agency. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 
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“The book”’ is a trusted friend that reaches all members of the during the year. oe 

family —individually or collectively. 2,550,000 readers of an aver- 

age issue said they tried something or used an idea suggested 1 

in BH&G—4,450,000 total actions. 1,800,000 said they bought f Am © 

something shown in an article or ad—2,550,000 total purchases. O er 1C a 
15,500,000 people read an average issue of BH&G. One third of 3 

the 123,800,000 people in the U.S. 10 years of age or older read 

one or more of every twelve issues. That’s 44,150,000 Better reads Better Homes & Gardens ! 
Homes and Gardens readers—and over 40% of them are men. 

Meredith Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Plan the Campaign: Give 
It Time and Thought 

To the Editor: I read Richard P. 
Schmidt's letter in your Dec. 17 is- 
sue with a great deal of sympathy. 
Certainly a physical disability 
makes it harder not only in secur- 
ing a job, but also in the physical 
process of getting around to see 
enough prospective employers. 

A few years ago I was in a spot 
similar to his. Although not dis- 
abled, I too, wanted to land an 
agency job, but had no previous 
experience. I feel my success came 
from the way I visualized the task 
before me. I looked on my job 
hunting as if I was planning an ad- 
vertising campaign. The client was 


.CLIP THE CLIPPER™ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


me, and I knew it would be the 
most important campaign I would 
ever tackle. In Mr. Schmidt’s cam- 
paign, there are several media 
he can use to help him gain the 
all-important initial interview. He 
can try mail, the telephone, or the 
classified sections of the New York 
Times or ADVERTISING AGE. I sug- 
gest he give a lot of time and 
thought to his resume. Perhaps it 
might be a good idea to dress it up 
with some sample ads. If he has a 
friend who is an artist, perhaps he 
could use some artwork to dress it 
up. Whatever materials he decides 
to use he should keep one idea 
foremost in his thinking. He wants 
to sell the most important thing he 
has—himself. He should show a 
prospective employer nothing that 
isn’t worthy of the very finest in 
him. 

To overcome the obstacles in his 
campaign I feel he must be original 
and creative in his approach, and 
bold and daring in his treatment. 
As for his physical drawbacks, like 
any good adman he should turn 


a 
\hO 


tf Knowing you are consumed with 


, curiosity, we hasten to tell you that the 
above letters stand for Thomas F. McGrath, 

Photo Engravers*. They also stand for 

The Finest Made Photo Engravings. 

We say this modestly, of course. 


May we tell you more? 
*Color and black-and-white. 


| Thomas F. McGrath 
and Associates 


them into assets. I think there are 
many advantages a physically 
handicapped person can offer to a 
potential employer. Chances are he 
would be more diligent, more will- 
ing to learn, and much less restless. 
He might even work harder and 
longer and not be satisfied with 
turning out mediocre work. I’m 
sure he can think of many more. 

Reader Schmidt has a real chal- 
lenge before him, but with some 
imagination and lots of courage and 
guts he will lick it. Here’s wishing 
him the best of luck. 

FeEerpD ISSERMAN JR., 
Gourfain-Cobb & Associates, 
Chicago. 

* + + 


Dons Gloves for Bout with 
Electric Appliance Ad Critic 

To the Editor: A Mr. Bill Reed 
is rather rough on electric appli- 
ance advertising in a letter to the 
editor in your Dec. 17 issue. There 
is also some evidence that he 
doesn’t make Mrs. Reed the perfect 
husband, as he is both profane and 
willing to let her dry clothes out- 
side, regardless of the weather. 

I’m not sure that Mr. Reed’s 
complaint is honest and unbiased. 
As a matter of fact, I’m almost cer- 
tain that it is a deliberate and 
planned attack on the electric in- 
dustry by the rather desperate gas 
people. 

You see, the latest agency di- 
rectory information that we have 
out here in the Southwest indicates 
that Arndt, Preston, Chapin, Lamb 
& Keen Inc. handles the Philadel- 
phia Gas Works account. 

We’re willing to battle, fellows, 
but let’s try to keep the contest 
honest, and identify our interests. 

Epwarp G. WEBER, 

Advertising Manager, South- 

western Public Service Co., 

Amarillo, Tex. 


Calls Poster Weakest Prop 
in Ad Week Platform 


To the Editor: The 24-sheet 
poster for Ad Week 1957, shown in 
ADVERTISING AGE of Dec. 3, demon- 
strates that the poster people have 
learned nothing about the tremen- 
dous visual potential of their me- 
dium since the ’30s (when posters 
first joined the “respectable” me- 
dia by paying regular agency com- 
missions) and have forgotten a lot 
they knew then. 

If any reader can think of a less 
exciting, more commonplace and 
unimaginative way of bringing 
home the value of advertising to 


the American highway public, I’d 


Advertising Age, January 14, 1957 


like to see it. It reflects poorly, in- 
deed, on the entire poster profes- 
sion (including poster designers 
who obviously were not consulted 
at all, and the organizers of Ad 
Week), that their participation in 
this project is of such fourth-rate 
caliber. Would it not be most nat- 
ural to commission one of the win- 
ners of the annual poster awards 
to do this important job? 

I have no doubt, knowing how 
much more professional skill agen- 
cies allot to all media other than 
the poster “stepchild,” that news- 
paper, radio and television Ad 
Week campaigns will be far supe- 
rior to this sad example of the 
“blind spot” of the advertising 
fraternity. 

“The man from Cunningham & 
Walsh” might profitably spend a 
week riding the highways to check 
on the illegibility, lack of eye- 
catching quality (not to talk of 
imagination), and actual mal- 
functioning of a lamentably great 
percentage of all billboards! 

KARL BERNHARD, 

Lucian Bernhard Studio, New 

York. 

* o 
Grammar Hay? Not 
for This Reader 


To the Editor: Charles A. Shaw 
says in the Nov. 5, 1956, issue of 
ADVERTISING AGE, “Grammar Is So 
Much Hay—Forget It!” But I can’t. 

The function of language is to 
enable us to pass our thoughts, our 
ideas and our wants quickly and 
easily to those around us—and isn’t 
grammar the lubricant which 
smooths the flow of language? Our 
prehistoric ancestor, the cave man, 
according to students of early com- 
munications, used signs, grunts, 
and a few guttural sounds to com- 
municate with his fellows. Little 
by little certain sounds are be- 
lieved to have acquired fixed 
meanings, and in that way a 
spoken language was developed. 
Picture writing probably followed, 


then writing using characters 
which collectively became the al- 
phabet. 


With the advancement of “cul- 
ture,” certain rules became neces- 
sary to insure that writer and read- 
er were on common ground and 
understood each other. These rules 


evolved from usage through the 
years, and were set down after the 
fact by students, or “grammari- 
ans.” In this respect they are un- 
like the rules of games or sports, 
which are usually set down before 
the game or sport is played. Cer- 
tainly they are subject to change, 
as common and accepted use of 
language changes. 

Both Mr. Shaw and Dr. Alfonso 
Lomo, whose article on grammar 
appeared in the Nov. 19 issue of 
ADVERTISING AGE, point out the 
Latin influence on rules of English 
grammar. Dr. Lomo calls attention 
to a fundamental simplification in 
the English rules: i.e., the use of 
the same form of nouns and adjec- 
tives in the various cases, instead 
of a different form for each case— 
nominative, dative, accusative, etc. 
I believe even the purists would 
agree that this was a satisfactory 
and desirable change. 

Just as I am sometimes a pedes- 
trian, sometimes a driver, with di- 
verse views of traffic rules, so I 
sometimes find myself a purist, 
sometimes a liberal on the question 
of grammar. For instance, when I 
see the familiar Biblical passage, 
“It is I, be not afraid,” expressed 
as “It is me, be not afraid,” my 
purist blood pressure rises. On the 
other hand, when I am informed in 
a newspaper or popular magazine 
(or on a radio or tv program) that 
“Winston tastes good, like a cigaret 
should,” the effect on my circula- 
tory system is nil. Although a mi- 
nority of readers—a very small 
minority, I believe—might raise 
eyebrows or show a pained look at 
this use of “like,” probably all who 
are able to read the message would 
understand it, which is, after all, 
the real test of copy—and of 
language. 

I believe it is possible for gram- 
matical purists and liberals to co- 
exist. One way, of course, to make 
life more enjoyable for the purists 
would be to change the Winston ad 
to read “Winston tastes good, as a 
cigaret should” when it appears in 
publications like the Phi Beta 
Kappa magazine. 

Seriously, after reviewing some 
of the rules of grammar in current 


textbooks and dictionaries, I agree 
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that some revisions may be desir- 
able. But let’s not forget that even 
if this is done by modern methods 
—a survey, for instance, with a 
fairly large sample of teachers and 
professors of English—it will still 
be a relatively small group that 
will be making the rules and, if the 
new rules are too “high hat,” 
they will still be ignored by the 
great majority of users of the lan- 
guage. So, as a possible guide to 
any contemplated rule-revising, 
may I quote the following lines 
from Walt Whitman, “the good, 
gray poet”: 

“Language is not an 

abstract construction of the learned, 

or ef dictionary-makers, 

but is something arising out of the work, 

needs, ties, joys, affections, 

tastes, of long generations of humanity, 

and has its bases broad and low, 

close to the ground,” 

Proponents of rule-revision may 
become impatient at times, but 
somehow we seem to get along, in 
this as well as in other fields. 
Aren't we getting along with a 
Presidential elector system devised 
for us about a century and a half 
ago? Just this week the Presiden- 
tial electors we chose on Nov. 6 
cast their ballots. Then on Jan. 7, 
1957, after a reasonable length of 
time has been allowed for the 
states’ results to reach Washington, 
the official count will be made and 
we'll finally know who our next 
President will be. Times change, 
but mores and rules and laws ling- 
er on. 

GarRwoop R. OTTINGER, 

New Jersey Bell Telephone 

Co., Newark. 


Detends Agencies for Hiring 
Those Bad-Grammar Writers 

To the Editor: Congratulations 
on the article by Walter J. O’Meara 
in your Dec. 24 issue. The piece 
proving he can write as bad as the 
next guy. However, it ain’t gonna 
do no good. Most copywriters 
won’t spot them places where he 
done wrong on purpose. 

Also, the article don’t do nothing 
for the other kind of advertising 
writer—the type which went to 
school, but only long enough to be- 
come convinced that effectiveness 
automatically necessitates circum- 
locutory constructions, preferably 
inadequately juxtaposed to con- 
sociative relationships. 

One point might be made in de- 
fense of the agencies that hire 
these writers. If the clients can’t 
recognize good writing—and they 
can’t—why should the agency 
spend money for writers? It had 
better spend its budget for glad- 
handing account executives. 

The advertising won’t be any 
good, but it will take the client a 
long time to find out. Meanwhile, 
the agency can be lining up a new 
account. 

Epwarp L. Gorpy, 

Standard Oil Co. (Ind.), Chi- 

cago. 


Hears Two Stamp Stories 

To the Editor: On the Perry 
Como show of Dec. 8 Miss Francis 
stated in the pitch for S&H green 
stamps, “They are your discount 
for paying cash.” 

On Dec. 9, a local jewelry chain 
stated in its commercial, “S&H 
green stamps for the full purchase 
price given at the time of down 
payment.” 

What gives? 

LESLIE TRISCHLER, 

Manager, Trischler Opticians, 

Pittsburgh. 

* . 


Columbus Coated Fabrics 
Clarifies Its Position 

To the Editor: In your publica- 
tion, Dec. 3, Page 72, you have a 
brief story concerning a Federal 
Trade Commission charge or com- 
plaint issued against this company. 

In reponse to news stories of 
this kind, we have supplied a 
statement as follows: 

“Mr. Henry A. Flaharty, presi- 


dent of Columbus Coated Fabrics 
Corp., stated that the Federal 
Trade Commission’s complaint in- 
volves a controversy between two 
distributors and one dealer in 
Wall-Tex located in the New York 
area. Columbus Coated Fabrics did 
not hire any detectives nor did it 
intend in any way to boycott any 
firm, fix prices, or discriminate 
against any customers. All pro- 
uction of Wall-Tex is sold through 
wholesale outlets over the United 
States, and Columbus Coated Fab- 
rics has no control over the activ- 
ities of its various distributors. 
Even though named as a defend- 
ant in the complaint issued by the 
Federal Trade Commission, Colum- 
bus Coated Fabrics is only inci- 
dentally involved as the manufac- 
turer of Wall-Tex.” 

We think it might be well if you 
can carry this statement as well 
as the original story, which was 
not too clear. 

J. W. WILtcox, 

Vice-President & Treasurer, 

Columbus Coated Fabrics 

Corp., Columbus, O. 


Masonite Trademark 
Begins with a Capital 

To the Editor: We have recently 
read the article about the New 
York auto show in your issue of 
Dec. 17. In this article you state 
that “. .. 100,000 square feet of 
plywood and masonite were used 
in the staging.” 

While we always like to see pub- 
lished references to our product, 
we feel that we must call your 
attention to your inadvertent mis- 
use of our trademark “Masonite.” 
“Masonite” is the registered trade- 
mark of Masonite Corp. used to 
identify its hardboard products 
and is not a generic term for a 
board product, as is “plywood.” 

We know that proper use of 
trademarks is a bother to publish- 


ers, but the trademark laws re-| 


quire us to follow up on these 
things to try to prevent misuses of 
our trademark. We are sure that 
you are aware of this necessity 


tal first letter and quotation! Chair” decanter. 


marks in any future use of our 
trademark “Masonite.” 
SAMUEL S. GREELEY, 


Corp., Chicago. 


‘Typo Graphic’ to Reprin 
First Ten Advertisers 

To the Editor: I would like to 
reproduce in our local magazine 
| “Typo Graphic,” the first ten larg- 
|est advertisers as listed on Page 
19 of the Dec. 24 issue of ApvErR- 


I don’t want to reproduce the 
whole list—just the first ten, and 
give you credit. 

Have I your permission? 

EpwIn H. Sruarr, 
Edwin H. Stuart 
Inc., Pittsburgh. 


7 e 
Memento Indeed 

To the Editor: I read with in- 
terest your article on Page 46 of 
the Dec. 17 issue of ADVERTISING 
and we will certainly appreciate} Ace describing the controversy 
your cooperation in using a capi-|over the “Old Mr. Boston Rocking 


| 
! 
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It is entirely understandable to 
me why the White House counsel 
was somewhat concerned over the 
souvenir decanter pictured. If my 
eyesight does not fail me, the man 
to be inaugurated (on the pic- 
tured decanter) is Adlai Steven- 
son. 
An historical momento indeed. 

D. C. McNAuGHTON, 
Atlanta. 

A previous story (AA, Dec. 3) 
reported the $25 souvenir bottle 
offered by Old Mr. Boston, which 


|included Mr. Stevenson as 35th 


President on its label. 


different 
because it is a 
specialized 
magazine serving 
the specialized 
needs of a big 
speciolized field .. 

*% send for market 

\" _— story, sample copy 


HAYWOOD PUB 


T. E. AVERBACH 
Director of Sales for 
Swingline, Inc., Long Island City 


Attended Allegheny College and grad- 
uated from Pulitzer School of Journalism 


Cal 


/ it homework’ if you wish... 


But | say it's easy 


and relaxing to remain 


alert in the business world 


with Ad Age at home 


every Monday night”, 


says Ted Averbach 
Sales Director of Swingline, Inc. 


“The dynamic president of our firm, Jack 
Linsky, believes that all key personnel 
should be kept actively informed about 


what’s going on in the business and adver- 


at Columbia University. 


Spent 12 years in marketing and mer- 


in our field. 


tising world in order to remain the leader 


“That’s why AA is sent by our firm to the 


chandising at the retail level, followed 


by 3 years in an advertising agency, be- 
coming Sales Director of a Pittsburgh 
paper convertor for 7 years, and for the 
last 442 years as Director of Sales for 
the world’s largest producer of office and 


commercial staplers and other stationery 


accessories. 


from becoming obsolete.” 


home of each new, key employee. 


“Reading the news, scanning the ads, study- 
ing the feature columns at home on Monday 
evenings enables me to work closely and 
intelligentiy with our own advertising de- 
partment and agency. AA is a provocative 
publication that keeps alert businessmen 


Take a tip from Mr. Averbach and start reading Ad Age each week in the quiet of your home. The benefits are 
many. Your money back if you're not delighted with this quick, easy way to keep posted on everything important 
in the field of advertising, selling and markeiing. 


Mai 
This 


Advertising Age 


My Name 


200 E. Illinois St., Chicago 11, Ill. 
Please begin immediately a year’s (52 issues) 
service of Advertising Age. 


C) Home or 
[] Office Address 


Nature of Business 


City. 


[} $3.00 enclosed 


State. 
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This Week in Washington... 


New Congress, Old Ills, Same Bills 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Jan. 


e rodeos and motion pictures, on 


uhf-equipped tv sets (Sen. Rus- 


10—If you|sell Long [D.,La.] has a special 


have been startled by reports of the | version giving a flat $7 tax credit 


record number of bills introduced 
in the opening days of the new 
Congress, relax. An examination of 


|on uhf-equipped sets). There are 
|several exempting churches from 
| the tax on billiard tables and bow!- 


the list of nearly 3,000 bills an-| ing alleys. 


nounced during the opening week 
fails to establish that members 
have anything particularly unusual 
in mind. 

In fact, there is even less pattern 


than usual to the potpourri of ideas | 


sponsored by the legislators. Most- 
ly the flood-tide carries flotsam 


left over from earlier sessions, | 


much of it significant only to the 
extent that it gets publicity for the 
sponsor. 

As in earlier years, there are 
hundreds of bills by relatively un- 
known congressmen to carry out 
pre-election promises in the field 
of civil rights, social security and 
minimum wages. 


s There are “if and when” bills, 
like Rep. Emanuel Celler’s (D., 
N.Y.) to outlaw pay tv. There are 
perennials, like the bill banning 
“White House” as a trademark, the 
bill allowing the Navy to serve 
margarine aboard ship, and one by 
Sen. Allen Frear (D., Del.) requir- 
ing the government to give each 
serviceman a quart of milk daily. 

Rep. Joseph P. O’Hara (R., 
Minn.) is ready to stage a fresh ef- 
fort to eliminate daylight saving 
time. Rep. Thomas J. Lane (D., 
Mass.) is on hand with a bill to 
“maintain normal production and 
employment” in the woolen indus- 
try through stockpile purchases of 
worsted fabrics, and a bill by Rep. 
George Christopher (D., Mo.), out- 
lawing health insurance policies 
which are cancellable after three 
years for cause other than failure 
to pay premiums. 


s There are bills outlawing trading 
in onion futures, a bill prohibiting 
the sale of postage stamps from 
vending machines where “stamps 
are accompanied by matter bearing 
or containing advertising.” 

The old favorite prohibiting ad- 
vertising of alcoholic beverages has 
yet to check in, but several Dry 
congressmen put their names to 
bills prohibiting the serving of al- 
coholic beverages in commercial 
aircraft. There is even a bill in- 
structing the U. S. Information 
Agency to conduct an investigation 
to determine the effectiveness of 
postage stamps in promoting un- 
derstanding of American objec- 
tives abroad. And once again, a 
bill to establish a national library 
of weekly newspapers. 

. 


Tax Cut Bills Queue Up: While 
the administration sees no chance 
of tax cuts this year, the hopper is 
heavy with tax reduction bills. 
Many promise bigger deductions 
for individuals (although none of 
these carry sponsorship which 
means anything). An amazing 
number provide tax cuts for small 


corporations. (Their chance is slim 
because similar relief would also 
be demanded for unincorporated | 


businesses. . .and there is no for- 
mula for accomplishing this. ) 

Sen. Everett Dirksen (R., IU.) is 
typical of the many who have ideas 
for cutting excise taxes. He has no 
less than five such bills, including 
one to help cabarets, another for 
manufacturers of electric irons and 
ironers, and three dealing with 
transportation taxes (one devoted 
solely to taxes on transportation of 
coal). 

Several of the lady members 
want to repeal taxes on handbags. 
There are bills calling for repeal of 
other excise taxes, including the 
tax on musical instruments, on 
phonograph records, on admissions 


* 7 : 

Post Office Problems Redivivus: 
The Post Office comes in for a full 
share of attention. Sen. Olin John- 
ston (D., S.C.) is ready to raise pos- 
tal pay scales again, and there are 
many members waiting to extend 
and expand rural free delivery. 
There are bills to liquidate the pos- 
tal savings service, to provide free 
parking for postal employes, to 
give free mail service to service- 
men and those writing to them, and 
also to patients at veterans hos- 
pitals. Rep. Katherine St. George 
(R., N.Y.) is back with a bill turn- 
ing postal ratemaking over to an 
independent commission. Rep. Joel 
Broybill (D., Va.) is trying to es- 
tablish himself as leader in the 
movement to allow larger size and 
weight limits on parce] post. 

o © 7 

Pre-Merger Notification: Last 
session’s headliners in the market- 
ing field are back. Rep. Celler (D., 
N.Y.,) was first with a pre-merger 
notification bill, but he has lots of 
company. Rep. James Roosevelt 
(D., Cal.) is back with bills author- 
izing gasoline stations to sue (at 
government expense) if refiners 
cancel their franchises, or force 
them to carry private brands of 
tires, batteries and accessories. 

Rep. Wright Patman (D., Tex.) 
and Sen. Estes Kefauver (D., 
Tenn.) proved to be a sentimental 
pair. Their bill, H.R.11, strengthen- 
ing the Robinson-Patman Act by 
eliminating the “good faith” de- 
fense, has been filibustered to 
death in the Senate banking com- 
mittee after passing the House last 
year. So on opening day they were 
on hand to renew the fight. In a 
truly poetic gesture to their ill- 
fated effort of last session they 
nabbed the number H.R.11, and S. 
11 to identify this year’s bills. 


. + . 

There are some potential cham- 
pions among the early starters. An 
acceptable compromise on pre- 
merger notification may finally be 
hammered out, and there is even 
a possibility that the Patman- 
Kefauver “anti-good faith” bill 
could get to a Senate vote. Rep. 
Joseph O’Hara’s (R., Minn.) long 
fight to control chemical additives 
in food is about due for success. 
And there may even be rising sen- 
timent for an amendment to the 
Communications Act clarifying 
multiple ownership of stations. 
(O’Hara has a bill eliminating the 
existing limit of seven, and sub- 
stituting a provision that no indi- 
vidual can have licenses for sta- 
tions reaching more than 25% of 
the population.) 

There’s rising support for a 
schoo] bill, a harder fight ahead for 
civil rights, a determined effort to 
expand the coverage of the wage 
and hour laws, and—among the 
other “possibles”—a fresh start on 
federal assistance for the improve- 
ment of private health insurance 
programs. 


BotA Promotes Weitzman 

Louis S. Weitzman, who joined 
| the Bureau of Advertising, ANPA, 
| over a year ago, has been promot- 
;ed to assistant promotion manager 
lof the bureau. 


Allman Adds ‘Topics’ 


| Transport Topics, Washington, 
| D.C., has moved its advertising ac- 
count from Gray & Rogers, Phil- 
adelphia, to the Allman Co., De- 
troit. 


WHY WAIT FOR 
CIGARETTE PREMIUMS? 


GET THESE VALUABLE PREMIUMS NOW 
ONLY 15 HOLIDAY COUPONS DOWN! 


DOWN PAYMENT—Larus & Bro. Co. 
is test-marketing 
Holiday cigarets with an “instal- 


the agency. 


Cigaret Maker 
Offers Premiums 
by Instalment 


twist in cigaret merchandising: 


plan. 


New Haven, Portland and Worces- 


campaign for a redesigned Holiday 
king-size, filter tip cigaret, in a 
flip-top box with a premium cou- 
pon on the back. Fifteen coupons 
are enough to make a down pay- 
ment for a premium, the balance 
in coupons being paid off as the 
smoker contentedly puffs away. 
“Why wait for cigaret pre- 
miums? Get these valuable pre- 
miums now, only 15 Holiday cou- 
pons down,” is one of the 
advertising themes. A _ subhead 
reads: “Amazing ‘Quick-way’ pre- 
mium offer made to prove to you 
that Holiday ‘Jet-flo’ filter tastes 
better than any other cigaret.” 


\. Another series of ads will sell 
the cigaret story, with only pass- 
ing mention of the premium plan. 
“Holiday ‘Jet-flo’ filter gives you 
real tobacco taste. Eliminates the 
taste barrier that bothered you in 
other filter cigarets,” the headlines 
read. 

| Smokers obtain one coupon per 
| pack and 15 to a carton. Premiums 
loffered for the 15-coupon down 
payment run the gamut from pencil 
|sharpeners to cigaret lighters, Ko- 
'daks, and Detecto scales. 

| The market-testing is expected 
to last about six months before any 
|expansion is undertaken. It will in- 
| clude advertising in newspapers, 
radio and television spot, outdoor 
and point of sale. 


Benton & Bowles to Move 
Benton & Bowles has taken a 20- 


year lease on seven floors in the} 


‘new 38-story building being erect- 


ed at 666 Fifth Ave., New York. | 


| The building will be ready for oc- 
cupancy in November. 


Towers Joins Jules Lippit 

Irwin M. Towers, formerly east- 
ern district sales promotion man- 
ager of Graybar Electric Co., has 
joined Jules Lippit Advertising, 
|New York. 


its redesigned 


ment” coupon plan. The newspaper 
campaign will break in four New 
England markets on Feb. 4. Reach, 
Yates & Mattoon, New York, is 


New York, Jan. 10—Operating 
on the theory that consumers— 
cigaret smokers in particular—are 
honest and reliable, Larus & Bro. 
Co. next month releases a new 


Premium gifts on the instalment 


Starting Feb. 4 in four New 
England test markets—Manchester, 


ter—Larus will launch a $100,000 


| James P. Sawyer, 
Former Agency Head, 
Dies After Attack 


New York, Jan. 8—James P. 
Sawyer, 52, former president of 
his own agency of that name, and 
more recently a vp of J. M. 
Mathes Inc., died Jan. 5 of a heart 
attack at his home in Warrenton, 
Va. 

Born in Elizabeth City, N. C., 
Mr. Sawyer was graduated from 
the University of North Carolina 
in 1925. After leaving college he 
joined the advertising department 
of Vick Chemical Co. at Greens- 
boro, N. C. 

In 1930 he came to New York 
to join the staff of Morse Interna- 
tional Inec., a subsidiary of Vick 
Chemical Co., and its advertising 
agency. Mr. Sawyer remained 
with the agency for 16 years. He 
resigned in 1946 as a vp to open 
his own agency. 

James P. Sawyer Inc. was liq- 
uidated in 1955, and Mr. Sawyer 
and several of his key staff mem- 
bers joined J. M. Mathes Inc., 
where Mr. Sawyer became a vp 
in charge of the agency’s soft 
goods division. Shortly after he 
had joined Mathes, Mr. Sawyer 
suffered a heart attack, and for 
some time thereafter worked on 
a reduced schedule. He suffered 
another attack last summer, and 
resigned as a vp but continued 
his connection with the agency. 


CARL W. JONES 


MINNEAPOLIs, Jan. 8—Carl W. 
Jones, 69, former publisher of the 
old Minneapolis Journal, died here 
Jan. 5. He had been ill for two 
years since suffering a stroke. 

Mr. Jones succeeded his father 
as publisher of the Journal, a pred- 
ecessor of the Minneapolis Star & 
Tribune, in 1928, and held that po- 
sition until 1939. He was the for- 
mulator of a program for improv- 
ing newspaper advertising and 
established a committee here that 
published in 1920 a report “At- 
tainable Ideals in Newspaper Ad- 
vertising.” In 1927, he received an 
awerd from the American News- 
paper Publishers Assn. for analysis 
of newspaper advertising. He was 
president of the Journal in 1939 
when it was acquired by the Min- 
neapolis Star. 


THURMAN R. GLENN 


Tutsa, Jan. 8—Thurman R. 
Glenn, 35, died yesterday in an au- 
tomobile accident near Muskogee, 
Okla. Mr. Glenn was associated 
with Watts, Payne Advertising 
here. Before that, he was with 
Lambert & Feasley, New York, and 
Campbell-Ewald Co., Chicago. 


EDWARD BYRON 


Aucusta, Me., Jan. 8—Edward 
Byron, 58, formerly general man- 
ager of the Daily Kennebec Jour- 
nal, died here Jan. 1 after a long 
illness. Mr. Byron was associated 
with the Journal for more than 33 
years and served as general man- 
ager from 1947 to his retirement 
last spring. He was president of the 
Maine Daily Newspaper Publish-| 
ers Assn. for 1956. 


Cuicaco, Jan. 8—Gene E. From- | 
herz, 53, for six years media di-| 
rector of Aubrey, Finlay, Marley | 
| & Hodgson, died Jan. 1 in St. Ther- | 
esa’s Hospital, Waukegan, II1., fol- | 
lowing a brief illness. Before join- 
ing Aubrey, Finlay, Marley & 
Hodgson, Mr. Fromherz was a 
free-lance scriptwriter for tv and 
radio. He was formerly a time 
| buyer for Dancer-Fitzgerald-Sam- 
| ple and for J. Walter Thompson Co. 
j 
_JOSEPH R. HAMLEN 

Boston, Jan. 8—Joseph Roche- 
mont Hamlen, 75, head of the Bos- 
|ton office of Albert Frank-Guen-' 
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ther Law Inc., died Jan. 3 at 
Massachusetts General Hospital 
after a short illness. Mr. Hamlen 
had been with the agency for 28 
years, joining it as a vp in 1929. 

Born here, he was graduated 
from Harvard College in 1904. 
During World War I, Mr. Hamlen 
was assistant to the chairman of 
the American Red Cross in Wash- 
ington. In 1925 he organized and 
directed the Harvard Fund Coun- 
cil, and later became secretary of 
the Harvard Alumni Assn. 


EVERETT M. BOYD 

CINCINNATI, Jan. 8—Everett M. 
Boyd, 62, associate vp and editor 
of the Cincinnati Enquirer, died 
here yesterday. He started his 
career in 1912 with the Dayton 
Journal. He joined the Enquirer 
35 years ago and was successively 
a copyreader, managing editor and 
executive editor before becoming 
editor. 


VIVIAN MOSES 

New York, Jan. 9—Vivian 
Moses, 78, former head of RKO 
Radio Pictures press book depart- 
ment, died Jan. 6 at his home in 
Sumter, S.C., following a pro- 
longed illness. He had been re- 
tired for about five years. Mr. 
Moses was one of the industry’s 
veterans. Earlier in his career he 
had been in the newspaper busi- 
ness here and in London, and was 
at one time a literary representa- 
tive for several British publishers. 
He headed the advertising and 
publicity departments of Fox Films 
for about 15 years and was with 
RKO Radio Pictures for 17 years. 


FRED NICHOLSON 


MILWAUKEE, Jan. 8—Fred B. 
Nicholson, 46, president of the 
Kubin-Nicholson Corp., lithog- 
rapher, died Dec. 26 after a long 
illness. He founded the company 
in 1934. 


FCC Approves KFWB Transfer 


The Federal Communications 
Commission has approved transfer 
of the broadcast license for radio 
station KFWB, Los Angeles, from 
KFWB Inc. to KFWB Broadcasting 
Corp. KFWB Inc. will remain in 
existence as the owner of the phys- 
ical property of the station. The 
new operating company, which 
recently bought the interests of 
Harry Maizlish in the station, is 
owned by Crowell-Collier Pub- 
lishing Co., New York. 


Enjoined trom Use of 
‘Confidential’ Name 

Confidential Inc., New York, has 
won an injunction against Confi 
Publications prohibiting use of the 
name “Confidential” as a maga- 
zine title. The defendant used the 
big name “Confidential,” and in 
smaller type, super-imposed the 
words “Racing” and “Sports.” 
American News Co. and Union 
News Co. were named co-defend- 
ants. 


CBS Transfers Faust, Huffman 


George Faust, account executive 


GENE E. FROMHERZ | 


of CBS-owned KNXT, Los An- 
geles, has been named an account 
executive in the Chicago office of 
CBS Television Spot Sales. He has 
been succeeded in his former posi- 
tion by Bruce Huffman, previously 
national spot sales representative 
for the station and the CBS Tele- 
vision Pacific Network. 


Stasen Joins Katz 

Howard J. Stasen, formerly with 
Miller Brewing Co., has been added 
to the Chicago radio sales staff of 
Katz Agency, radio-tv station rep- 
resentative. 


Grant, Schwenck Adds One 
Grant, Schwenck & Baker, Chi- 
cago, has been appointed to handle 
advertising for the American 
Technical Society, publisher of 
technical and how-to-do-it books. 
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Liquor Sales High 
in ‘56, Higher in ‘57: 
‘Beverage Times’ 


New York, Jan. 7—The alcohol- | 
ic beverage industry in 1956) 
racked up one of its best years 
since repeal. Moreover, 1957 will 
see a continuing sales rise. 

That conclusion is reached by 
Beverage Times in its current 
year-end report just released. 

Specifically, it says: 

Whisky consumption in 1956 will 
register 212,000,000 wine gallons. 
Target for 1957 will be 225,000,000 
wine gallons. 

Wine sales in 1956 show a 4% 
increase over 1955, and another 7,- 
000,000-gallon increase for 1957 is 
predicted. 

Beer consumption in ’56 is ex- 
pected to total 85,000,000 bbl. 

This is the best annual volume 
withdrawn in beer industry history 
except for 1947 when it hit 87,172,- 
000 bbl. “The six-pak,” the bever- 
age publication says, “has boosted 
beer as a supermarket staple, and 
this will help push beer consump- 
tion in 1957 beyond ’56 sales.” 


= Competition, keen through 1956, 
the publication says, “wiil become 
more intense in 1957. Muitiple 
packaging merged with decanters 
and prewraps in the last holiday 
promotion season sparked gift sell- 
ing. If there were 50 decanters in| 
1955 and 60 in ’56, there will be 70) 
in 1957 with many new wrinkles.” 

“The phenomenon in the wine 
field was champagne,” the report 
says. “French wine was up 10% | 
and champagne was up 27.7%. 
Americans have taken to drinking 
champagne as never before, just) 
as they have taken to premium | 
products in whisky. Total wine tax 
paid was up 4.1%. The annual tax 
paid figure, according to Clark 
Gavin Associates, should be about 
150,000,000 gals., which compares 
with 144,200,000 gals. in 1955. It is 
estimated that wine tax paid with- 
drawals will total 157,000,000 gals. 
in 1957.” 


|spirits with younger, the mixed 
spirits then assuming the age of the 
| younger product. Also an extension 
‘of the bonding period of whisky 


‘already in bond, it is said, may be 
| authorized. 


Stocks of whisky in bonded 
warehouses on July 31, 1956 (last 
available figure) totaled 737,440,- 
000 original entry gallons. While 
this was 4% below the alltime high 
on May 31, 1952, the report notes, 
it was more than 3% higher than 
July 31, 1955. 


PREDICTS ‘57 LIQUOR 
SALES TO MATCH ‘56 

New York, Jan. 8—Reporting 
1956 liquor sales were second only 
to the 1946 alltime record, Thomas 


J. Donovan, vp of Licensed Bever- | 


age Industries, predicted at a press 
conference that sales prospects for 
1957 in the liquor industry “should 
continue at or near the 1956 level, 
barring sharp changes in the gen- 


| eral economic picture.” 


Mr. Donovan reported 1956 li- 
quor sales were between 210,000,- 
000 and 213,000,000 gals., or about 
6% ahead of 1955, and second only 
to the 231,000,000 gals. recorded 


|in 1946 for an alltime high. 


Despite a gain of 16% in popula- 
tion between 1942 and 1955, Mr. 
Donovan noted, consumption of 
distilled spirits rose only 5%. Per 


capita consumption of tax-paid| 


spirits contracted 15%, with dis- 
tiller returns on net assets off 50% 
to about 7.7%. 


= During the same period, he 
pointed out, retail sales of all com- 
modities expanded 92%, consumer 


| expenditures 67%, and the average 


net return on assets for all manu- 


| facturing industries rose 48.5%. 


The liquor industry, Mr. Dono- 
van said, is still hampered by an 
“exorbitant federal excise tax of 
$10.50 a gallon, and under constant 
propaganda 
nanced dry forces.” 

Industry leaders, he said, are 
hopeful that Congress this year 
may rescind the $1.50 “temporary 
tax,” passed in 1950 as a Korean 


ce 


SANTA CLAUS 


attack by  well-fi-| 


W7 O24 


NO, VIRGINIA— 
Painter’s Pre- 
scription Drugs, 
on Chicago’s 
South Side, 
spares no myths 
in this post- 
Christmas clear- 
ance sale banner. 
Painter’s says it 
got the idea from 
a similar effort 
last year by one 
of the State St. 
department 
stores. 


$25,000 Blunder 
May Bring Record 
TV Movie Rating 


Cuicaco, Jan. 8—“Thirty Sec-| 
onds Over Tokyo,” the big card nd 
television’s new “first-run’”’ movies 
venture, may find its biggest rating | 
success to date in this market—on | 
a cumulative basis. 

If so, it will be an expensive tri- 
umph for CBS outlet WBBM-TV. 
The station unexpectedly ran the 
movie twice last weekend, and cost 
itself an extra $25,000. 

A technical blunder by the sta- 
| tion caused the re-run. After a big 
promotional buildup for the big- 
gest drawing card in its new 
M-G-M film package, WBBM ran 
the movie Saturday night without 
realizing there was part of a reel 
(the last 17 minutes) missing; it} 
had been locked in a time vault. | 


s An immediate 2,000 phone calls 
| served as a reminder. So the sta-| 
| tion hurriedly announced that next | 
|night it would run the remnant| 
and follow it with the whole| 
|movie again. There followed some 
frantic arrangements: A_ sched- 
uled Sunday night film was 
| oumped to make room for the re- 
|run, and Standard Oil Co. (Ind.) | 
|obligingly gave up part of a show} 
|so the remnant could be run. 

All day Sunday the station made | 


| war measure and which has since explanations, plugged the second 


® Comparable figures for 1955 on | 
package and draught beer sales are | 
reported as follows: 


Year Package Draught 
1955 56,559,209 bbl. 15,992,854 bbl. 
1956 57,490,664 15,220,337 
Change Up 1.6% Down 4.8% 


“A major contributing factor in 
the current beer sales picture,” the 
report says, “is the fact that malt 
beverages are, and will continue to 
be, an important market basket 
item largely for home consump- 
tion.” 

Other points highlighted in the 
report: 

It is believed that co-mixing of 
whisky in bond will be legalized in 
the current session of Congress. 
This would permit mixing of older 


been extended three times. 


Wensberg Heads Committee 
Roy H. Wensberg, Seattle man- 
ager of Bozell & Jacobs, will head 


|the public relations committee for 


the Washington State Sixth Inter- 


|national Trade Fair to be held at 


Seattle in May. Committee mem- 
bers include John M. Haydon, pub- 
lisher, Marine Digest, and John 
King, secretary-treasurer of Radio 
KIRO, both of Seattle. 


Dobson Retires from Curtis 


DeWitt Dobson, Pacific Coast 
manager in San Francisco for Cur- 
tis Publishing Co., has retired at 
the age of 65, mandatory retire- 
ment age at Curtis. He has headed 
the Pacific Coast office since 1947. 


showing, even ran promotional} 
trailers of it. Then it ran the com-| 
pleted version, without sponsors 
(the regular showing had been 
| sold out to national spot advertis- | 
|ers). 

While licking its wounds, WBBM 
\is keeping its eye on the next 
rating figures. Certainly its im- | 
promptu promotion campaign got 
| it attention, and it may even have 
|drawn a bigger audience for the 
second showing than for the first. 


NBC Boosts Pearson 

Karel] Pearson, manager of talent 
operations for NBC’s Pacific divi- 
sion, has been named director of 
NBC Radio, Pacific division. He 
has been with the network since 
1934. 


TOPEKA NEWSPAPERS offer TOP SALES COVERAGE of 


$632,654,000 
EFFECTIVE 
BUYING INCOME 


4 


O 


$418,597,000 
ANNUAL 
RETAIL SALES 


ting, 


Topeka ard Topeka’s 21-county drive-in markets! | 


Aiming their selling messages to the 
more than 87,057 CAPITAL- 
JOURNAL reader - families, more 
Topeka Newspaper advertisers are 
“riding-high,” sales-wise. You can, 
too, for there is absolutely no other 
medium that can 
CAPITAL-JOURNAL ’s penetra- 


match the 


sales-responsive coverage of 


the Topeka market. 


The Topeka Newspaper Printing Co., Inc., agent for: 


TOPEKA DAILY CAPITAL 


New York e¢ Cleveland 


a 
¢ Chicago « 


TOPEKA STATE JOURNAL 


Kansas City, Mo. « 


San Francisco) 


WSAAA Names Dorian 


Alvin Dorian has been named 
managing director of Western 
States Advertising Agencies Assn., 
replacing Alton T. Barnard, who 
has resigned. Mr. Dorian has been 

field consultant for Executive 
Development Plans, and served as 
consultant to industrial and sales 
organizations. His main objective 
will be formation of WSAAA chap- 
ters throughout the 11 western 
states. 


Roy Rogers Names Miner 

Roy Rogers-Frontiers Inc., Hol- 
lywood, has named Dan B. Miner 
Co., Los Angeles, to handle its ad- 
vertising. Since 1953 Roy Rogers- 
Frontiers has been a national ad- 
vertiser, using Life, Look and The 
Saturday Evening Post to support 
46 manufacturers licensed to make 
Roy Rogers Double R merchandise. 
The Bogerts, Los Angeles, formerly 
handled the account. 
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'"Rocket News’ Bows 


The American Rocket News will 
be published by the American 
|Rocket Society, Southern Califor- 
|nia section, starting with the Feb- 
|ruary, 1957, issue. The monthly, 
semi-technical magazine is an ex- 
pansion from the former bi-month- 
| ly “Rocket Newsletter.” Circulation 
jis on a controlled basis with na- 
| tional distribution. 


Wilding Acquires Studio 

| Wilding Picture Productions has 
‘acquired a studio at 157 E. 69th 
|St., New York. This will put all 
jeastern television production and 
| Personnel under one roof, provid- 
|ing “our clients with a self-con- 
tained producing studio in New 
| York,” the company says. 


| 


Bride Joins ‘Parade’ 

Matthew J. Bride Jr., formerly 
| with Crowell-Collier Publishing 
|Co., has joined the sales staff of 
| Parade, New York. 


NORTH CAROLINA 
New Bern is the buying center of 
Craven County’s— 
$65,740,006 

effective buying income. 
| The Sun-Journal, New Bern’s only 
|mewspaper will cooperate in build- 
|ing sales for you. 
| REQUEST MORE FACTS—ADVERTISE IN WEW BERN 
| Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


| in all principal advertising centers 
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VALANCE 
Bai] 


produced by 


MEYERCORD 
for Miller Brewing Co. 


@ You'll see this distinctively designed store window valance 
everywhere famed Miller High Life beer is sold and purveyed. 
The Meyercord Co. is proud indeed to have been chosen to 
produce this outstanding decal valance. The industrial design 
firm of Brooks-Stevens Associates was commissioned by Miller 
to design a valance that would truly reflect the fine quality and 


reputation of the company’s brew product. . 


. a valance that 


would tie in closely with Miller's national advertising program. 
The designers worked in cooperation with Meyercord artists 


and production people—and the 


attractive valance pictured 


above is the result of this close collaboration. Colors are gold, 
red and blue, with subtle fluting in white and gray. The valance 
is adaptable to any size or shape window . .. and the trade-mark 
units may also be used as window or door spot signs. If your 
product is widely sold through retail channels, we invite you to 
learn the advantages of a Meyercord Decal Window Valance 


Program. No obligation... just drop usa line. 


FREE—Send for the Meyercord full 
color ADvisor Decal Sign Manval 


The point-of-sale is all important in your advertising ad 
marketing program. Make certain the consumer's decision 
is in the direction of your product. Meyercord Decal Spot 
Signs and Valances do the job best . . . let us show you 
how and why. Ask for the Meyercord full color ADvisor 


Manual, on Company letterhead, please. 


THE MEYERCORD Co. 
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78 
TvB Aftiliates with AFA 


The Television Bureau of Adver- 
tising has joined the Advertising 
Federation of America, New York, 
as an affiliated group. This brings 
to 18 the number of affiliated na- 
tional groups in AFA. 


Metropolitan 
PEORIA 
2nd Only to Chicago In Illinois 
Saturation Coverage With 


JOURNAL STAR 


1956 “Facts Brochure” 
On Request 


TESTING? 


Just 
Ask... 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising. centers 


Added Values Have Helped Increase Food 
Industry Sales Since 1939, Willis Says 


PHOENIX, Jan. 8—“Additional 
values” in food account for the 
amazing growth of the food indus- 
try since 1939, according to Paul 
S. Willis, president of the Grocery 
Manufacturers of America. 

Mr. Willis told the American 
National Cattlemen’s Assn. today 
that the reason consumers spent 
$70 billion for food in 1956, com- 
pared with $16 billion in 1939, is 
that the consumer is no longer sat- 
|isfied with the same types and 
| quantities of food he bought in the 
prewar era. 

“Here is another way of looking 
at this improvement in eating,” 
he told the group. “If people were 
content today to buy only the same 
types and quantities of food per 
person they bought prewar, they 
could buy the equivalent of that 
outdated grocery basket at today’s 
prices for only 16% of income. The 
|difference between that and the 
}25% they are actually spending 


POR aa 


RECIPE... 


For Seagram's glowing Holiday Fireplace: 


take one corrugated 


and fibre-board base, 


wrap around with deep embossed white brick 


SCULP-TU-ROLL, add 


a bark textured log. 


(Ingredients made-to-order by Gibraltar) 


Have ready a litho 


candle unit, fire and 


poinsettia panel. Now blend these varied 
items with Gibraltar precision . . . garnish 
generously with Seagram's... and watch 


the customers go Buy! 


We'll whet sales-appetites with anyone. 


Just call The Recipe 


Man From Gibraltar. 


DISPLAY DIVISION 


a 


CORRUGATED PAPER COMPANY, INC. 


350 Warren Street, 


WEW YORK: DIGBY 4-0580 


Jersey City 2, W. 4. 
NEW JERSEY: HENDERSON 2-4462 


represents the additional values 
which they want and which we in 
this industry have provided.” 


8 Mr. Willis then examined some 
of the reasons for this growth, stat- | 
ing, “this ‘plus’ growth of the food | 
industry since 1939 suggests that | 
we must have done some extra 
things which were most effective 
in broadening the market. 

“Some of these extras included | 
the availability, through research, 
of the many new and improved 
products; better advertising; better 
selling; more and better sales pro- 
motions and improved merchandis- 
ing by both manufacturers and dis- 
tributors; the attractive self-service 
stores with their great variety of 
products, attractive displays and 
freedom of choice in consumer pur- 
chasing; the consumer’s greater 
knowledge of nutrition; her grow- 
ing recognition of the value of eat- 
ing balanced meals, and her ap- 
preciation of the ‘built in kitchen 
services’ in modern, convenient, 
ready-to-serve foods. All have con- 
tributed to this tremendous growth 
in sales.” 


= Speaking of the “price spread” — 
the difference between prices far-| 
mers receive and prices paid by) 


Mr. Willis stated that a main chal-| 
lenge of the food industry is to get 
the American people “to see spread | 
in its economic role, as a positive, | 
value-adding, market-creating 
force and to appreciate how they 


benefit therefrom. Without 
spread, not only manufacturers and 
distributors, but farmers as well 
| would be out of business. Our steak 
would be standing around in an 
| Iowa feed lot, our cheese and but- 
| ter would be milk in a pail in Wis- 
consin and our citrus juice would 


consumers at the grocery store— | 


| be on the trees in a Florida or Cal- 

\ifornia orange grove. 
| spread there would be no food! 
| business as we know it. It would 
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RETURN TO OUTDOOR—McGregor-Doniger Inc., New York, manufac- 
turer of men’s and boys’ sportswear, will resume the use of outdoor 
advertising in March after a ten-year absence. Newspapers and 
magazines will be used to supplement the outdoor campaign. A. 


Asch Inc., 


New York, is handling the outdoor campaign and Grey 


Advertising Agency the campaign in newspapers and magazines. 


Canada’s Fashion 
Industry Fashions 
Publicity Blockade 


Orrawa, Jan. 8—The Canadian 
fashion industry has just fired the 
first salvo in a battle that will be 


|fought on the women’s pages of 


Canadian newspapers. 

The industry, alarmed by the 
widespread use of fashion news 
from foreign (including U.S.) 
sources by Canadian fashion edi- 
tors, hopes to divert this material 
to the wastepaper basket by sub- 
stituting releases from its own 
news service. 

The Canadian Fabrics Founda- 


| tion and the Montreal Dress Mfr.’s 


|Guild are jointly sponsoring a 
| Montreal Fashion Bureau fashion 
and fabric news service. 


= Beginning this month, the bu- 
reau will service Canadian news- 
papers, radio and television sta- 
tions with monthly mailings of 
news and feature stories, photo- 
graphs and mats. Emphasis 
throughout will be on the Canadi- 
an aspects and trends in women’s 
fashions. 

Letters have gone to women’s 


| editors across the country seeking 


consist of local farmers selling di- | their reaction to the proposed serv- 


| rect to local consumers.’ 


| 
|s Looking 
Willis estimated expenditures for 
food by 1967 would reach $105 bil- 
lion, an increase of 50% over pres- 
lent levels. 

“This seems like a reasonable 
|potential, but it is only a poten- 


| tial,” he said. “There is no automa- | 


tic factor which will keep grocery 
| purchases climbing. The grocery 
industry will continue to grow to| 
the extent that we make it grow. 

|Our future sales increases must be 
obtained in direct competition with 


longer for a greater share of the 
consumer’s dollar. 


s “With a generally favorable eco- 


remains for all of us working to- 
gether to develop appropriate plans 
to meet this competition by adding 
those values to our products which 
will tempt the consumer to buy. 
“This much seems certain. . .that 
agriculture and industry have 
many things in common. That they 
are much dependent upon each 
other, and that this strongly sug- 
gests that we, as intelligent busi- 


| nomic outlook to spur us on, it now | 
| 


ness men in industry and agricul-| 


ture, promote the best teamwork to 
‘help ourselves.” 


| Stabile Moves to NBC 


James Stabile has resigned as 
|vp and general counsel of ABC to 
join NBC’s talent contract depart- 
ment. In switching networks he 
follows Robert E. Kintner, former 
ABC president, now an NBC-TV 
exec vp, and Robert Lewine, for- 
mer programming vp of ABC- TV,| 
now a vp of NBC-TV. 


television sets, automobiles, cloth- | 
ing, household equipment, travel, | 
and thousands of other products | 
which are shouting louder and/ 


ice and inquiring as to the kind of 


| material they would find most use- 
into the future, Mr. | ful. 


Subject to changes based on 
replies to these letters, a typical 
monthly mailing would contain 
stories and photographs of Mont- 
real-made fashions, tailored as 
close as possible to the needs of the 
individual editor. 

In addition to the regular mail- 


ings, which will not constitute spot 
news, releases will be mailed to 
highlight news as it is made in the 
fashion and fabric fields. 


Two Join Robert Luckie 

Herbert E. Thomson has been 
named a vp and account executive 
and John S. Coleman Jr. an ac- 
count executive of Robert Luckie 
& Co., Birmingham, Ala. Mr. 
Thomson was formerly associated 
with an Atlanta agency serving 
Birmingham. Mr. Coleman joins 
Luckie from the University of Vir- 
ginia, where he had been doing 
graduate work. Also, Alfred F. 
Mansbach, account executive, has 
been named manager of advertis- 
ing service. 


‘Camera 35’ Due to Bow 

Tom Maloney, most: recently 
exec vp of Grant Advertising and 
publisher of U.S. Camera, plans to 
bring out a new quarterly, Camera 
35, beginning in March. B&w pages 
will cost $795 and the copy price 
will be 50¢. The print order for the 
first issue is more than 60,000 
copies. 


D’Arcy Adds WOR, WOR-TV 

D’Arcy Advertising Co. has been 
appointed to handle advertising for 
WOR and WOR-TV, formerly di- 
rect advertisers. 


New ENGLA 


UIPMENT DFALER 


TIRST yn te Feld @ FOREMC: ST om Regpen 
“INTER-LOCKED MARKET" FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT + APPLIANCES 
Our 10th Year « NEEDHAM 92, Mass. 


| 


-. SHIELD YOURSELF 
PROBLEMS. USE DOT 
AND 


| 


FOR YOUR OWN PROTECTION ... 


AGAINST REPRODUCTION 
ENGRAVERS FOR COLOR 


BLACK AND WHITE. 


Dil Engravers ly Ine. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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Now Grocer Is 
Giving Away a 
Year of Living 


PHILADELPHIA, Jan. 8—With trad- 
ing stamps no longer in the fore- 
front of retail food store promotion 
here, and giveaways becoming 
more and more competitive, it was 
bound to happen—the promotion to 
overshadow them all, an expense- 
free year of living for a family of 
four as first prize in a free contest 
at Best Markets. 

Best will pick up the bulk of the 
tab for the grand prize in the “Best 
Year of Your Life” drawing. Some 
local merchants and brand name 
items are represented in other top 
prizes and more than 20 other 
awards in the contest. The chain 
will promote the contest in its reg- 
ular weekly advertising in local 
papers. 


® Up to $25 a week in food from 
Best Markets will head the ex- 
pense-free year, according to Ben- 
jamin Rose, president of the food 
chain. Best will also reimburse the 
first-prize winners for rent or 
mortgage payments up to $75 a 
month, for fuel bills up to $200 a 
year, free gas up to $5 a month, 
phone bill to $10 a month and elec- 
tricity to $10 a month. A week at 
the New Cadillac Hotel in Miami 
Beach during June is also included 
in the first prize. Winners will 
travel to the South via Greyhound 
Scenicruiser. Trading stamps 
haven't been left out either—there 
will be a jackpot of 100,000 Yellow 
Trading Stamps. The first prize 
winners also will receive up to 20 
gallons of gasoline free each week 
of the year. 


@ Second grand prize will be a 
$750 mink stole from the Jorden 
Fur Store here, while a Caloric 
Matchless gas range is offered as 
the third prize. Fourth prize is a 
week’s stay for two at the Concord 
Hotel, Kiamesha Lake, N. Y., cour- 
tesy of a local travel agency. 

Other prizes are portable televi- 
sion sets, clock radios, irons, food 
mixers, cameras, toasters, scales, 
electric sharpeners and clocks. 

All contestants have to do is 
sign their names and addresses on 
entry blanks available at all Best 
Markets stores in this area. 

The drawing for all prizes will 
be held at 6 p.m. Wednesday, Jan. 
30 at Best Markets’ Upper Darby, 
Pa., supermarket. 


Roche, Eckhotf Names Brunner 

Roche, Eckhoff & Lee, Los An- 
geles, has named John D. K. Brun- 
ner art director. He has just re- 
turned from a year’s study at 
Ecole Beaux Arts de Paris. Before 
that he operated his own art agen- 
cy in Los Angeles, and was man- 
ager of point of sale displays for 
the Market Basket food chain in 
that city. 


Best Elects Hay a VP 

Paul Hay, director of art, has 
been elected a vp of Gordon Best 
Co., Chicago. 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 
NORTH CAROLINA 
Per Family Retail Sales........ $6192. 
Per Family Food Sales........ . 081. 
Per Family Drug Sales 156. 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 


FREE! New Grocery Route List 


available te manufacturers and distributors 


THE TELEGRAM 
Evening and Sunday 
Nationally Represented by 


WARD-GRIFFITH CO. 
The. Ward-Griffith Co. maintains offices 


in el! principe! advertising centers 


McBreen, Ingwersen | 
Named ]WT VPs 


E. Thomas McBreen and L. H.) 


| 
| Ingwersen have been named vps) 


of J. Walter Thompson Co., Chi- | 
cago. Mr. McBreen, director of the 
mechanical production staff for the 
past 12 years, has been with the 
agency for 34 years. Mr. Ingwer-| 
sen, an art director, joined JWT) 
in 1918. 


Gutekunst Joins Office Assn. 

George H. Gutekunst Jr., for- 
merly associate editor of Purchas- 
ing, has been appointed director of 
public relations of the Office Ex- 
ecutives Assn., New York, which 
sponsors the National Business 
Show. 


Marilyn Arbetter Appointed 
Marilyn Arbetter, formerly of 
Screen Gems, has been named 
copy supervisor in the promotion 
department of National Telefilm 


Associates, New York. 


———e 


The PACIFIC NORTHWEST'S 


argest exclusive 


90th U.S. MARKET 


KIMA-TV's three-station network provides exclusive coverage to 

over 40,000 square miles. KIMA-TV alone creates ‘a tremendous new 
market, ranking 90th in the U.S., where no other single 

medium can or does claim comparable domination 


*CBS Televisiun 


WASHINGTON 
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coverage 
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POPULATION 
(Urban Population 


(Rural Population 
FAMILIES 


EFFECTIVE guy; 


ING INC ; 
GROSS FARM INCOME sons 
and ito Aatathitas. KEPR-TW 000 
ond KLEW-TW) 25 
Pesce, Wesh. Lewiston, idche GENERAL MERCHAND} . 
DRUG SALES ned 


See WEED TELEVISION °%)) 050" Ria 


(Source: 1956 Survey of Buyin 


MARKET DATA 


- $135,614,000 
- $430,890,000 


511,875 
261,900) 
249,975) 
159,925 
$859,218,000 
$334,735,000 
$632,561,000 


$ 21,335,000 
$123,748,000 
9 Power) 


“Drive this home, Leland ', Salt Lake~Ogden-Provo is one of 
the first forty markets.”’ 


Salt Lake-Ogden-Provo ranks among the first forty 


markets in population’? and ranks 8th in rate of growth... 


TRI-CITY 549,000 pop. 
27-COUNTY MARKET 846,000 pop. 


a great market ...a great potential. 


100% unduplicated TV coverage. * 
92% unduplicated TV coverage. 


KSL-TV KUTV KTVT 
CHANNEL CHANNEL CHANNEL 
CBS-TV Spot Sales Avery-Knodel, Inc. Katz Agency, Inc. 

c.B.S. A.B.C. N.B.C. 


OFFICES AND STUDIOS IN SALT LAKE CITY, UTAH 


"Governor Leland Stanford stakes out one of the nation’s first forty markets at the golden spike 
ceremony, May 10, 1869 at Promontory Summit, Utah. 
2 Sales Management 1956. 


3 Nielsen Coverage Service 1956. 
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Tyson & Co. Appoints Three | 

O. S. Tyson & Co., New York, | 
has appointed three of its staff as | 
vps. James A. Greer, formerly any 
account group manager, has been 
named vp for creative develop- | 


that outsells 


ment; Aldo L. Santi, who directs | 
the creative work of the art de- 
partment, has been appointed vp STATION WAGONS 
and art director, and John J. : 


Walsh, supervisor of the agency’s 
production department, has been 
named vp of methods. 


SALISBURY 


NORTH CAROLINA 


Let us | 


The only wagon Ja 


THE ONLY—Ford’s newest outdoor poster recapitulates theme of an 

earlier poster which won an award from the Art Directors Club of 

Chicago in March, 1954. That poster showed a baby buggy and was 
headlined: “The only convertible that outsells Ford.” 


PROVE IT 


Your test advertisin 
tiveness in the ON 
Carolina served by 


will prove its effec- | 
MARKET in North | 
ONE NEWSPAPER. 


Information for Advertisers 


Generous Merc ising Service| An eight-page market brochure 


on the Madison, Wis., area has just 
been published by Madison News- 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Oh no-not again! 


Another headache—another harrowing 
attempt to get progressive proofs that 
match the life and color of original art ! 
¢ It’s not surprising that so many adver- 
tising art directors and production men 
are turning to ROGERS—finding that 
their aspirin intake goes down as their 
enthusiasm for ROGERS’ photo-engrav- 
ing craftsmanship and know-how goes 
up. You, too, will enjoy this experience. 


engraving company 
2001 calumet avenue «+ chicage 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


papers Inc. The brochure not only | parison with the 260 metropolitan 


| 


| St., 


jtake trade-ins and 77% 


|and buying power as well as re- 


|@ A Newsweek study of the new 


|to John Randall, Electrical Dealer, 


|} would tax. bottled soft drinks at 


ROGERS 


| 


contains the standard statistical | 
material, but in the case of retail | 
sales attempts to establish a com- 


areas. Statistics cover population 


tail sales. Copies are available on 
request from William H. Scrivner, 
advertising manager, Madison 
Newspapers Inc., 115 S. Carroll 
Madison 1. 


car buying plans of people at- 
tending the recent National Auto- 
mobile Show in New York reveals 
that 47.1% of the respondents to 
Newsweek’s study are possibly or 
definitely in the market for a new 
car in 1957. 

Newsweek interviewers queried 
5,100 adults, selected on a random 
basis during the hours from 1 to 9 
p.m. from Dec. 8 through Dec. 15. 
Of the 5,100 respondents, 26.7% 
definitely plan to buy a new car in 
1957; 20.4% amswered they “may 
possibly” buy a new car in 1957; 
81.8% said they felt that 1957 mod- 
els differ materially from 1956 
models. 85.8% already own auto- 
mobiles. Of the respondents who 
stated they were in the market for 
a new car, 22.1% planned to buy 
high-price models, 48.3% said they 
would buy in the medium price 
range and 29.6% stated it would be 
in the low price class. For further 
information on the study, contact 
J. Wendell Sether, Newsweek, 152 
W. 42nd St., New York, N. Y. 


e Marketing information concern- 


\is designed to meet the needs of 
our growing population and to 


ing the sale of power mowers is 
available in a brochure reporting | 
the results of a recent market | 
study by Electrical Dealer. Among 
the points brought out by the 
study were that 84% of dealers | 
sell only one or two brands, and 
they stock an average of three 
models per brand; 59% of dealers 
report the engine make is most im- 
portant in the sale; 61% of dealers 
of this 
group reported 50% of their sales 
involved trade-ins. Copies of the 
brochure are available by writing 


22 E. Huron St., Chicago 11. 


Pennsylvania Considers 
1¢ Soft Drink Tax 


A special tax study committee 
has recommended to Gov. George 
M. Leader that Pennsylvania’s 1957 
legislature impose a 1¢-a-bottle tax 
on soft drinks. The proposed levy 


the rate of 1l¢ for each 12 oz. of 


bottled beverages and %¢ for each 
ounce of fountain syrup. A similar 
tax in the state from 1947 to 1951 
yielded $27,000,000 per biennium. 


3 Markets Boosts Montague 

John M. Montague, a salesman 
in the Chicago and midwestern 
territory for the past 18 years, has | 
been appointed manager of the 
western advertising office of First 
Three Markets Group, with offices 
in Chicago. He succeeds the late 
H. J. Crawford. 


Food Stores Face 
Keener Competition 
in ‘57, Burger Says 


New York, Jan. 8—Competi- | 
tion in the food business will | 
reach a new peak in 1957, Ralph | 
W. Burger, president of the Great | 
Atlantic & Pacific Tea Co., pre- | 
dicted today. 

Pointing out that more stores | 
mean more competition, Mr. Bur- | 
ger, in his customary annual oomed 
statement, reported that more 
than 1,500 new supermarkets 
were opened in 1956, with about 
the same number either under 
construction or planned for 1957. 

Much of this expansion, he said, 


serve the growing suburban com- 
munities throughout the country. 


. “From the viewpoint of the food 
industry, however,” he said, “we 
must recognize the possibility that 
unrestrained or misdirected ex- 
pansion can prove economically 
unsound. 

“Today more than 25,000 super- 
markets and a host of smaller 
stores are aggressively competing 
for the consumer’s patrenage. Ac- 
tually, the nation’s food retailing 
machinery is expanding at a fast- 
er rate than the population it) 
serves.” 

Mr. Burger said that not only 
are there more supermarkets, but 
they are larger. “These new large | 
stores,” he said, “have a high | 
breakeven point. To operate them 
profitably requires a large volume 
of business. This need for high 
volume is one cf the basic rea- 
sons for many of the competitive 
practices that have sprung up in 
recent years. 


s “The danger in the drive for 
volume,” he emphasized, “lies in 
the fact that if it gets out of hand 
it can increase the cost of doing 
business and the price of food, 
or decrease the quality of food 
and service, or both. 

“Salesmanship and showman- 
ship have always had a place in 
food retailing, but they are only 
the tail of the dog. They become 


dangerous,” he warned, “when| 
the tail wags the dog.” 

Noting that food takes pre 
25 per cent of the average fam- 
ily’s budget, Mr. Burger said that 
food retailers must remember that | 


Advertising Age, January 14, 1957 


|no matter what features they use 
\to attract customers, 


they must 
not forget that their basic re- 
sponsibility is to give their cus- 


|tomers the most good food they 


can for their money. 


= “While the pattern of food re- 
tailing may change,” he said, “the 
| basic economics remain the same. 
Adherence to quality, value and 
service best serve the long-range 
interests of both consumers and 
| retailers.” 

Commenting on changing con- 
sumer buying habits, the A&P 


| president said that “evening shop- 


ping hours were extended because 
so many housewives are working 
and food shopping has become a 
family group activity. We must 
recognize, however,” he added, 
“that too long hours can increase 
the cost of doing business and 
therefore the cost of food.” 

Despite the increase in farm ef- 
ficiency, Mr. Burger said, the 
spread between farm and retail 
prices has continued to widen. 
This spread is not due to in- 
creased profits by retailers, he 
said, but is largely the result of 
rising fixed costs such as taxes, 
wages, rents and transportation, 
over which the industry has no 
control. 


‘McCall's’ Names Reiff, Piehl 


Robert Reiff, a member of the 
West Coast sales staff of McCall’s, 


|has been named manager of the 


magazine’s Los Angeles office. 
Harry G. Piehl, who left McCall’s 
in August to assist in expanding 
the Super Market Show of Shows 
Inc., has rejoined the magazine’s 
grocery store products sales staff. 


TORONTO, CANADA 


-apital ven A of Ontario-—Canada's Richest 

Province—Having One-Third of ‘s 

Total veo and 42% of Reta 
—Blanketed by the 


TORONTO DAILY STAR 
-400,000 erculation (largest in 
Ca ) 

—80% coveruge of Toronto 


—50% coverage of 45 prosperous 
Ontario centers 


EMD FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 


A Technique 
for Producing 


Where do the moneymaking 
ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales campaigns 
and businesses? 


James Webb Young, one of 
the mee id idea men in 
the vertis: 


his students at the Universi 

Chicago. The result is a 

hour but ‘wil remember the rest 

hour but will remember the rest 
your life. 


p . the simplest and clearest 
age Mr. Young has suc- 

ped in describing the way 
the mind works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 


production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who ae 
read it. Send for your co 
A TECHNIQUE FOR PRODUC, 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 
AGE 200 E. ILLINOIS ST. 


CHICAGO 11, ILL. 
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Sell Research Staft 
of Agencies, Rosberg 
Tells Space Sellers 


Cuicaco, Jan. 8—Advertising 
space salesmen should cultivate 
research directors and research 
personnel of advertising agencies 
if they want to do the best job in 
selling their publications. 

This advice was given yesterday 
by J. Wesley Rosberg, vp and di- 
rector of research of the Buchen 
Co., at a meeting of the Chicago 
Dotted Line Club. 

“In nine cases out of ten, space 
salesmen have not made any spe- 
cific effort to cultivate the research | 
director,’ Mr. Rosberg said. “This 
situation exists in spite of the fact 
that almost every one of your pub- 
lications is spending thousands, 
perhaps tens and hundreds of thou- 
sands, of dollars each year on re- 
search studies designed to either 
assist or influence the agency in 
its selection of media. 

“At the same time, more and 
more agencies are adopting a pol- 
icy of having all media research 
studies and presentations reviewed 
and evaluated by the research de- 
partment before anybody else in 
the agency will even bother to look 
at or read them.” 


® Mr. Rosberg said he had con- 
ducted a study among about 12 re- 
search directors of top agencies 
here and found that many of the 
directors complained about the 
“junk” research brought to their 
agencies by space salesmen. Space 
salesmen should learn more about 
research, he said, and added that 
research directors could tell the 
space sellers what kind of research 
would be accepted or rejected. 

Buchen has increased its re- 
search staff from one man in 1946 
to eight fulltime people, plus other 
parttime help for special projects, 
Mr. Rosberg said. 

Although research directors in 
the larger agencies do not actually 
buy space, they exert strong influ- 
ences on the media to be used, he 
said. In almost all cases, the media 
man and the research director are 
becoming permanent members of | 
the planning boards or account) 
teams, he added. 

“Media selection is done in a 
meeting of this group rather than) 
behind the locked doors of the | 
space buyer’s office,’”’ Mr. Rosberg | 
said. 


s When space salesmen find out 
what kind of research is accept- 
able and usable by agencies, they 
could pass this information on to 
their publishers, which should re- 
sult in better research materials | 
being made available for future 
presentations to agencies, he said. 

“Many of us have found that too 
often publication research is en- 
tirely subjective and promotional, 
with little attempt to make a true 
contribution to broadening our 
knowledge of markets,” Mr. Ros- 
berg added. 


j}using a weather map to help sell 
| its wool skirts. 


jsales of wool skirts to keep the 


‘all the data. 


‘Inquirer’ Announces 
Special Saturday Rates 

The Philadelphia Inquirer has 
announced a special Saturday re- 
duced rate of 65¢ a line for re-runs 
of financial and insurance ads pub- 
lished during the week at the $1.20 
for insurance and $1.28 to $1.18 
financial contract rates. The special 
rate, which became effective Jan. 5, 
is limited to ads published during 
the preceding week and re-run 
without change. 


Geyer Promotes Saelens 

Gustave L. Saelens, production 
manager of Geyer Advertising, 
New York, has been appointed 
manager of the agency’s production 
and traffic departments. He joined 
Geyer in 1950 as typographic art 
director. Previously he had been a 
graphic arts designer with Aldus 
Printers Inc. 


been 


has 
named director of the advertising 


THOMAS C. McDERMOTT 


and sales promotion department | 

of International Correspondence | 

Schools, Scranton, Pa. He formerly 

was assistant director of the de- 
partment. 


Sportempos Will 
Use Weather Maps 
to Sell Wool Skirts 


New York, Jan. 8—Sportem- 
pos Inc., skirt manufacturer, is 


“Weather is basic in this fash- 
ion business,” Jack Baker, presi- 
dent, maintains. “A record cold 
winter, for example, means big 


girls warm.” 

Thus when Prof. Hurd M. Wil- 
lett, Massachusetts Institute of 
Technology meteorologist, pre- 
dicted an old-fashioned, nose-nip- 
ping winter—the coldest in some 
areas since 1917—Mr. Baker de- 
cided to alert store buyers with a 
weather map. 


s First, the U. S. Weather Bu- 
reau in Washington supplied av-| 
erage monthly temperatures for | 
each state. Next a group of New 
York weather specialists prepared 
a three-month forecast for each 
day’s weather. Finally an artist 
drew a picture map embodying 


The results have now been 
mailed out to store buyers across 
the country “to help them formu- 
late their own buying and pro- 
motion plans based on scientific 
forecasts for their own locality.” | 
The map will also be sent to any | 
business exec who applies for it) 
on his office stationery. 


‘This Week’ Boosts Trude | 
Samuel H. Trude, formerly man- 
ager of the Detroit office of This | 
Week Magazine, has been named a 
vp, wtih supervision over This) 
Week’s midwestern sales offices. 


NOT EVERY FILM | 
BUDGET CAN AFFORD 
FULL ANIMATION! 


fer yeors in 
making films thet give showmanship 
ond sales punch to the advertiser's mes- 
soge.. . . AT LOW COST! 
some 
tien. 


Stein Joins Sales-Aide 


|of Shinderman Management Corp. 
| to join Sales-Aide Service, Chica- | 


| from 


81 


_Carborundum Hits $100 Million 

The Carborundum Co., Niagara 
Falls, N.Y., for the first time in its 
| |65-year history achieved sales of 
more than $100,000,000 in 1956. 
This compares to sales of $89,800,- 
000 in 1955 and $37,000,000 in 1946. 
| According to Clinton F. Robinson, 
president, the company plans to 
spend $33,000,000 in 1957 and 1958 
| for further expansion and modern- 
ization of its divisions. 


| DAYTONA BEACH 


Bob Stein has resigned as a vp) 


Speciality Memdec for 


go agency, as a partner. Mr. Stein | 
will develop an expansion program | 
for the agency and expand the 
services it presently offers. He will | 
continue to handle the promotion 
program of Nippersink Manor Re- 
sort, Genoa City, Wis., for Shin- 
derman Corp. 


Westvaco Sets Sales Record 
est Virginia Pulp & Paper Co. | 
reported record sales, earnings and 


20 +08 573 | 10 08 7%; 


production for the fiscal year ended FLORIDA 
Oct. 31, 1956. Net sales at $187,-| jhe age New Metsapelites 
621,000 were more than 6% above OLIVI E R Florida’s Year ‘Round Resort 
the previous year’s $176,237,000. Vijyod € ryarwtlles Covered By 
Net income rose 4% to $16,331,000. | oA oe mem | DAYTONA BEACH NEWS-JOURNAL 


The company’s six mills produced 
a total of 875,044 tons of paper in| YE OLDE SNCB APPEAL—In Britain, | 
56, a gain for the year of 22,000| Benson & Hedges is marketing a. 
tons. new filtertip cigaret named for 


actor ren r. 
Two Attiliate with ABC ae Te an eae | 
WNHC, New Haven, Conn., has 
become a basic affiliate of Amer- | 7 : 
ican Broadcasting Co., effective | Warren Joins ‘After Hours 
Jan. 7. WGAT, Utica, N. Y., also| James Warren, formerly assist- 
has become an affiliate of ABC | amt advertising manager of Caloric | 
Radio. |Appliance Corp., Topton, Pa., has | 
| been appointed editor and publish- 
WINS Boosts Rick Sklar \er of After Hours, Philadelphia, a 
Rick Sklar has been advanced|new bi-monthly entertainment 
copywriter to promotion|magazine appearing for the first 
manager of WINS, New York. | time on Jan. 20. 


1. Daytona Beach is an unusual 
test market; its thousands of 
visitors come from all over the 
U.S., Canada, Cuba and South 
America. Its Summer seasons 
now rival its Winters in tourist 
ag tf 

a er $137,720,000 effective buy- 

ing income. 

Retail Sales, 1955, Metropolitan 

area, $116,200,000. 

. A quality market index of 123. 

§ . total advertising 17,169,628 
ines. 


Clarence Bracey, 


we w © 


Represented by 

Publishers’ Representatives 
lorida, in Florida 

Nationally Represented by 


WARD-GRIFFITH CO. 


The. Ward-Griffith Co..maintains offices 


in all principal advertising centers 


N 


i Rating 
The Most Outstanding Pulse 
Ever tired with Million Dollar Movies! 


It's a National Record . . . another 
bit of positive proof of the potency 
of CKLW-TV in the Detroit area. 
This fabulous rating is the October 
and November average . . . earned 
with only 6 shows! Where they're 
listening and looking they're buying 
— and in the Detroit Area more 
people are buying where CKLW-TV 
tells them to. Good spot for your 
advertisers, don't you think! 


GUARDIAN BUILDING 
DETROIT 26, MICH. 
4. E. Campeoy, Pres. 


Young Television, inc. — Notional Representotive 
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COMMUNITY 
COMMUNICATIONS 
CENTER! 


Have you ever thought of a 
radio station as a communications 
center, around which revolve all 
social, religious, economical, wel- 
fare, and civic activities of an 
entire community? Well, WDIA 
is that center, from which ema- 
nates the centrifugal force that 
motivates 43% of the population 
of the Memphis area—which is 
Negro! 


Built on Service 


The establishment of WDIA as 
a communications center was pos- 
sible through one—and only one 
—fundamental: Service! WDIA 
serves Memphis Negroes individ- 
ually and en masse. The stars and 
staff of our gospel programs an- 
nounce choir practice, raise build- 
ing funds for new structures, and 
aggregate large audiences for 
church socials. In affairs of a 
strictly social nature, WDIA pub- 
licizes their parties, club meetings, 
receptions—and promotes charity 
events, from sorority dances to 
chitterling suppers. 


Humor to Pathos 


Most Negroes are simple, direct, 


and personal, in their reactions. 
That’s why they turn to WDIA 
as the answer to individual prob- 
lems. For instance, WDIA’s Lost- 
And-Found Department makes 
hundreds of announcements, 
weekly, for the return of articles, 
ranging from billfolds and teeth 
to red mules and blue tick hounds 
... yes, and children, too! There 
was the three year old boy, who 
wandered from his home on Beale 
Street—to be located by WDIA 
listeners. And the fifteen year old 
girl, who ran away from Manassas 
High School—only to receive a 
firm lecture from a WDiA star, 
along with a plea to rejoin her 
family. This personalized service 
may extend to contacting rela- 
tives for a funeral—or securing 
blood donors to save a life. What- 
ever the need, individual or col- 
lective, WDIA meets it! 


Economic Force 


You can understand why Mem- 
phis Area Negroes react to WDIA 
with overwhelming acceptance— 
why they consider WDIA their 
station—why they, annually, bu 
a quarter of a billion dollars worth 
of products recommended by 
WDIA Stars. These include: 


Pet Milk ... Crisco... 
Maxwell House a - én 
Wonder Bread...Ford... 
Tide ... Blue Plate Foods 
..» Sal Hepatica. 


WDIA can sell your brands in 
fabulous volume to this special- 
ized market. Drop a note, on your 
letterhead, for specific informa- 
tion . . . and for a bound copy of, 


“The Story of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


C ; JOHN PEPPER, Prendent 


Pas 
BERT FERCL SON, Coneral Menage: 


Was 


HAROLD © ALRER Commercal Menage 


New York, Jan. 8—In its year- 
end report, the U. S. Trademark 
Assn. notes a number of indica- 
tions of increased interest in trade- 
marks during 1956. 

Among these are several adver- 
tising campaigns launched last 
year for the legal protection of 
trademarks. These include Du Pont 
for Orlon and Dacron, Johnson & 
Johnson for Band-Aid, Campbell 
Soup Co. for Swanson “T-V” 
Brand Dinner, American Viscose 
Corp. for Avisco, Owens Fiberglas 
Corp. for Fiberglas and Amana 
Refrigeration Inc. for its newly 
acquired Deepfreeze trademark. 

The association also reported 
that there was an increase in 1956 
for three-dimensional trademarks 
for television. 

Animated characters adopted in- 
cluded “Teddy” Snow Crop, “Hap- 
py” Hotpoint, “Speedy” Alka 
Seltzer, the “Piel Brothers,” “Spar- 
ky” for AC Spark Plugs, “White 
Horse” scotch and Old “Stagg” 
Kentucky bourbon, according to 
the association. 


s “A number of heavy industry 
companies, which in the past have 
not emphasized trademarks, are 
now finding it advantageous to 
adopt them for identification and 
sales purpose,” the association said. 

Last year saw a record of 20,778 
trademarks registered, the associa- 
tion said. This compares with 18,- 
212 in 1955 and 15,939 in 1954. 


21,682 the previous year. Applica- 
tions awaiting action by the Patent 
Office dropped from 10,503 at the 
end of 1955 to only 7,475 at the 
end of 1956, the group concluded. 


® American Cyanamid, Armstrong 
Cork Co. and J. B. Williams mod- 
ernized their marks, and Smith 
Bros. officially named the cough 
drop brothers Trade and Mark. 
During the year some companies 
changed their names to take ad- 
vantage of the trademarked prod- 
ucts: Four Roses Distillers is the 
new name of Frankfort Distillers; 
Socony Mobil Oil Co. emerged 
from Socony-Vacuum, and Lanolin 
Plus from Consolidated Cosmetics. 

Among the companies that con- 
tinued to hammer at the problem of 
protecting their trademarks were 
Coca-Cola Co., Technicolor Corp., 
Minnesota Mining & Mfg. Co. and 
others. 

In this endeavor, advertisers got 
some help at home and abroad. 
Congress has passed a law author- 
izing the amortization over a five- 
year period of funds spent defend- 
ing a trademark or trade name, 
Pennsylvania amended its law to 
provide for the registration of ser- 
vice marks, and the number of 
states with the model trademark 
Statute approved by the associa- 
tion grew to 19. 


Northern Rhodesia and Venezuela. 
The association has a proposal to 


PUT COLOR 


in Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 
and black and full R O P color 
Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 
WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


mn al! principe! advertising centers 


Applications for trademarks to- 
taled 21,870 in 1956, compared with 


New Ad Activity in 56 Showed Rise in 
Trademark Interest, Association Says 


| aggree a Japanese translation of 
its book, “Trademark Manage- 
ment,” which first appeared in 1955 
and is now in its second edition. 
As usual, the news from the legal 
|front was mixed: 
| Item: The trial court held that 
| Your Maternity Shop infringed and 
|competed unfairly with Maternally 
Yours. It held that Art-Type for 
|reproducing processes was unfair 
|to Artype. 
| Item: It now appears that Pek- 
ing is a “fanciful” name, and the 
| Peking Palace in Washington was 
| unfair to a Peking restaurant a few 
blocks away, but said the name 
was arbitrary or fanciful and not 
descriptive of cooking. 


s Item: Reddy Kilowatt was found 
not to be infringed by Willie 
Wiredhand, another animated car- 
toon symbol. 

Item: In Wyoming, the use of 
Sohio by Standard Oil Co. of Ohio 
in the territory of the Standard Oil 
Co. of Indiana was held to be an 
infringement of the latter’s right to 
Standard and SO as identification. 

Item: The court held that pru- 
dent breakfast food buyers would 
have no difficulty in telling be- 
tween Checker Rice Puffs and Rice 
Chex. 

Item: In Pennsylvania, the court 
held Alligator for raincoats to be 
infringed by Styligator for belts 
and accessories. 

Item: In Illinois, a court held 
Rub No Mor to be an infringement 
of Kut-No-Mor. 
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TV BofA Starts Sales Service 


The Television Bureau of Ad- 
vertising, New York, has set up 
a production department to provide 
sales, promotional and _ research 
material to stations, advertisers 
and agencies. The department will 
operate under the supervision of 
Gordon Hellmann, director of sales 
promotion for the Bureau. It will 
be headed by Courtenay Jamison, 
formerly sales promotion manager 
of Maytag Southeastern. 


Morrell Hits Sales High 

John Morrell & Co., Chicago, hit 
a new sales high of $340,765,513 for 
the fiscal year ending Oct. 27, ac- 
cording to its annua] report. The 
previous year’s sales were $336,- 
053,082. Earnings for the 1956 fis- 
cal year were $2,908,639, or $3.60 a 
share, compared to 1955 earnings 
of $2,712,589, or $3.37 a share. 


ARTHUR A. ACKLIN, a member of the 
board and chairman of the advi- 
sory committee of Coca-Cola Co., 
has retired after 31 years with the 


company. Mr. Acklin served as 

president of Coca-Cola Export 

Corp. from 1937 to 1939, and as 

president of Coca-Cola Co. from 
1939 to 1945. 


45% of Candy Stores 
Had an Unprofitable 
1955, Survey Shows 


New York, Jan. 8—Of 153 in- 
dependent candy, nut and confec- 
tionery stores polled by Dun & 
Bradstreet in its cost of doing busi- 
ness survey, 45% reported unprof- 
itable operations in 1955. 

“Comments from the reporters 
who gathered the information for 
this survey indicate a decrease in 
the number of independently 
owned candy stores and a virtual 
disappearance of the old fashioned 
ice cream parlor,” Dun & Brad- 


= In the court of customs and pat- 
ent appeals, it was found that Lifo- 


Fax for vitamins didn’t confuse 
with Timofax for a fungicide; that 
Splurge didn’t confuse with Squirt 
in soft drinks; that Pat for a beard- 
softening agent and Princess Pat 
for hand lotion were compatible. 

Similarly, Gulf Taste for frozen 
shrimp was found not to conflict 
with Gulf Kist for canned and fresh 
sea food; Irontite for sealing com- 
position could live with Irontite for 
waterproofing composition, and 
Polymark for adhesive tapes didn’t 
confuse with Polyken for pressure 
adhesive tapes. 

However, likelihood of confusion 
was found between: Starsheen for 
women’s bathing suits and Stardust 
for slips; Ekco for mops and Ekco- 
ware for kitchen utensils; Big 6 six 
and “666” for similar medicines; 
Pal for dog chains and Pal for dog 
food; Johnnie Walker for cigarets 
and Johnnie Walker for scotch, and 
Patrick Cudahy and Cudahy Puri- 
tan for bacon. 

In a significant case, the patent 
office held that opinion survey and 
reaction tests as evidence were not 
hearsay and must be measured by 
ordinary rules of evidence, and ac- 
cordingly Robin Hood for popcorn 
was held to be confusingly similar 
to Robin Hood for flour. 


|mamed general manager of KGO 
and KGO-TV, ABC owned stations 
jin San Francisco. He replaces 
|James H. Connolly, who has re- 
signed. An ABC vp for several 
years, Mr. Mitchell most recently 
served as specia! assistant to Leon- 
ard Goldenson, president of Amer- 
ican Broadcasting-Paramount 
Theaters and head of ABC. 


Bozell & Jacobs Adds One 

The George Master Garment Co., 
Ligonier, Ind., and it sales divi- 
sion, the Wirk Garment Co., have 
named the direct selling division of 
| Bozell & Jacobs, Chicago, to handle 
| their advertising and sales promo- 


tion. The account was previousty | House & Gerstin, Washington, 


handled by Grant, Schwenck & 
| Baker, Chicago. 


street said. “These adverse condi-| 
tions stemmed directly from heavy | 
competition from chain candy 
stores and the confectionery de- | 
partments in supermarkets, drug 
stores, cigar stores and department | 
stores.” 


| 
| 
@ Net sales for the “typical’’| 
stores were $25,550. The owner | | 
drew $3,551 in salary during the) — 
year and realized a net profit of 
$102. On this total of $3,653, fed- 
eral and state income taxes had) 
to be paid, the report said. 
The survey further showed that | 
this retail line is in need of| 
larger sales volumes and a closer) 
control of operating costs. In this) 
respect, the gross margin realized 
by the average retailer was 35.8% | 1 
of net sales and expenses totaled 
35.4%. This resulted in net profits 
before taxes of 0.4%, or only 40¢ 
on every $100 worth of merchan- | 
dise sold, Dun & Bradstreet re- 
ported. 


Memphis Food 
Chain Adds 
a Year! 


BIG STAR STORES of Memphis 
and long-time sponsor of Cisco, 
comment on entering 5th year 
of sponsorship: 
“Cisco Kid has shown a 
high rating locally. It has 
brought direct sales re- 
turns for Big Star Stores 
.. +» We also sponsor 
Ciscoin Cape Girardeau, 
Mo. The results in this 
new area are excellent. 


RAB Adds 25 Members 


Twenty-five stations have been 
added to the membership rolls of 
the Radio Advertising Bureau, New 
York. The newcomers are KBEE, 
Modesto; KDAY, Santa Monica; 
KMPC and KFWB, Los Angeles; 
KGEN, Tulare; KSOF, San Fran- 
cisco (all in California); KFAM, 


; St. Cloud, Minn.; KFDR, Grand Recently when the Co- 
1b arora yp Ae og tsvised | ABC Appoints Mitchell Coulee, Wash.; KGAL, Lebanon, lumbus, Miss., station 
ast year in ustralia, ritis , Ore.; KIMO, Independence, Mo.; f i ; 

Guiana, Colombia, Nicaragua,|_ 20%" M. Mitchell has been P opened, we started Cisco 


KODI, Cody, Wyo.; KOOL, Phoe- 
nix, Ariz.; WBEL, Beloit, Wis.; 
WBIW, Bedford, Ind.; WDCT, Bur- 
lington, Vt.; WHTN, Huntington, 
W. Va.; WIZZ, Streator, and WRRR, 
Rockford, Ill; WJWG, Conway, 
and WMOU, Berlin, N. H.; WMTE, 
Manistee, Mich.; WOAI, San An- 
tonio, Tex.; WPVL, Painesville, 0.:| 
WSSV, Petersburg, Va., and! 
WWSW, Pittsburgh. 

This year finds the Radio Ad- 
vertising Bureau operating on the} 
biggest budget in its history. The 
25 newcomers bring RAB’s mem- 
| bership close to the 800 mark. 


| 


| House & Gerstin Moves 


there. Already we see 
sales results . . . Cisco 
Kid has helped all our 
big Star Stores.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CiSCO KID” 


has moved to new offices at 923) 
‘15th St., N. W. 
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Villanova Coach Who 
Sold Tickets Via 
Food Stores Quits 


PHILADELPHIA, Jan. 8—Ambrose 
F. (Bud) Dudley Jr., originator of 
the famous “grocery bowl” foot- 
ball plan to sell football tickets | 
through a supermarket chain (AA, | 
Jan. 31, 56), has resigned as di-| 
rector of athletics at Villanova 
University. 

Villanova tried Mr. Dudley’s| 
plan to help revitalize its sports| 
programs, but a change in the) 
sports program of that university 
seemingly is in the making. 

Mr. Dudley has been an advocate 
of bigtime football, and wanted to 
schedule top-ranking opponents for 
Villanova. 

He said he could not continue in 
his post, since the projected change 
in the type and geographical range 
of opponents is not in line with 
his ideas of competition. 

A spokesman for the peeved 

| 


said Villanova is not de-emphasiz- 
ing sports, but is trying to set up 
schedules to avoid long-distance 
travel for students. 

| 

| 
s Mr. Dudley made football mer- | 
chandising history during the last | 
two years by offering tickets for | 
its home games, through Acme Su- 
permarkets, at a discount. 

He said Villanova benefited 
greatly, despite the cash discounts, 
by full stands at its football games 
and by proceeds from refreshment 
concessions. 

No successor has been named 
and Mr. Dudley has not announced 
his plans. Nor has the university 
decided as yet whether to continue 
the discount ticket plan. 


Four Join N. W. Ayer 

Joseph A. Larkin, formerly an 
account executive of Arndt, Pres- | 
ton, Chapin, Lamb & Keen, has 
joined the copy department of N. 
W. Ayer & Son, Philadelphia. At 
the same time, Bryce H. Kindred, 
formerly on the field service staff | 
of the National Outdoor Advertis- 
ing Bureau, joined the outdoor | 
department, and Charles K. Moore-| 
head, a layout artist for John Wan- | 
amaker, was named to the art 
bureau of the agency. George L. 
Parker, formerly advertising man- 
ager of Theodore Presser Co., 
Philadelphia, joined the agency’s 
copy department in San Francisco. | 


Named by Avery-Knodel 

J. W. Knodel has been promoted | 
from vp to exec vp of Avery-Kno- | 
del, New York, radio-tyv station 
representative. At the same time, 
David H. Sandeberg, West Coast 
manager, and Charles C. Coleman, 
southern manager, were appointed 
vps. 


Olmsted Names Sylvestre 


Donnelley Promotes Four |Shaw Named by Chauvenet 
Promotions in the sales and edi- Munson G. Shaw Co., New York, 
torial staffs of six business papers|has been appointed as sole U.S. 
published by Reuben H. Donnelley | 2gency for Chauvenet wines, prod- 
Corp., New York, include A. J.| ucts of F. Chauvenet & Co., Nuits, 
Houghton, who has been named Burgundy, France. Extensive ad- 
advertising director of Wastes vertising and promotional plans are 
Engineering, Water Works Engi-| being developed by Robert W. Orr 
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|\& Associates, New York, agency |Mackes & Taylor Adds Earle 
for Shaw. Mackes & Taylor Advertising, 
Allentown, Pa., has been appointed 
Weishampel Joins Miller ‘to handle advertising for Earle 
Alice M. Weishampel, formerly | Hardware Mfg. Co., Reading, man- 
with Benton & Bowles, has joined | ufacturer of nationally distributed 
C. L. Miller Co., New York, as a/lock sets, night latches, rim locks 
copywriter. | and period hardware. 


neering and Fire Engineering, and | 
Morris M. Cohn, who has been 
named editorial director of the first 
two publications. Richard M. 
Copeland has been named mid- 
western advertising manager, and 
Arthur F. Schuelke, editorial di- 
rector, of National Cleaner & Dyer, 
National Rug Cleaner and Starch- 
room Laundry Journal. 


BotA Names Weitzman 

Louis S. Weitzman, who joined 
the staff of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., over a year ago, has 
been named assistant promotion | 
manager. | 


THIS IS CHUCK PENDRAY—(Another W-G Salesman) 


c Charlies ‘‘Chuck’’ Pendray was appointed Manager of our Detroit office after five years sales 
training under Jack Kent, now of our New York office. Earlier, Chuck was with General Motors, 
leaving that corporation to become a flier in World War Il. Chuck Pendray is college trained, 
having maj Advertising and Marketing. He has had circulation and sports writin We ater 
Chuck has specialized in automotive advertising, although also handling other lines. is lightful 

rsonality and perseveri manner have made Chuck a and effective salesman. He, or any 

G salesman, will be glad to render yeu every help. Newspaper advertising gets results! Buy 
newspaper advertising! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD.-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


k eM WUMIMING,. .....cccccccccsseseses GR BOUbin decd sc ccccccccccveseel NEW YORK 
fe  ~ ape gp pS SEE REE EE ser ~ gd Das 04 69 One es occ ed cophene CHICAGO 
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ADVERTISERS GET 


BIG TIME resuits | 
| WITH WFAA-TV! | 


om 


Eugene Sylvestre, an account 
executive of Olmsted & Foley, | 


Minneapolis, has been named an| 


associate partner and a member of 
the agency’s board of directors. 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 
gives you these facts: 
1—Retail Sales— 
—- a new 


2—Food Sales— 
$17,885,000 « new 
high. 

3— World Shoe 
making center. 

4—Western Electric Co., Mfg. Center. 


A tra zone ulation of 
Teds etm by the 
VERHILL GAZETTE. 
ED WE SAY MORE? 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Call your PETRYMAN for availabilities, market data, and complete coverage information. It's the way to BIG-TIME RESULTS! 


Viewers may find it hard to pinpoint science from fiction 

in the popular “Science Fiction Theatre” (now in its second 
year on WFAA-TV), but not so with the sponsor. 

There’s no fiction when it comes to the results Continental 
Oil Company and its dealers in the greater Dallas-Fort Worth 
market have witnessed. New stations... new sales impetus 
... new customers every week attest to a big, big 


audience of Saturday night viewers to this outstanding series. 


WFAA-TV 


CHANNEL 8 DALLAS 


NBC-ABC 


Covering 564,080 North Texas Television Homes 
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C&O Reports Record Year, 
Looks to Bright Future 

Chesapeake & Ohio Railway re- 
ports the best year in its history 
with a net income of $67,000,000, 
equal to $8.28 a common share. 
Operating revenues for the 1956 
year were $419,000,000, up from 
$380,000,000 in 1955. The net in- 
come for 1955 was $58,000,000 or 
$7.25 a share. C&O released its 1956 
figures in a “Flash Annual Report” 
to its shareholders, which features 
on its cover a companion kitten to 
C&O’s famous sleeping. kitten, 
Chessie. The new kitten is shown 
wide awake. 

The report also states that C&O 
became a billion-dollar company 
in 1956, one of seven railroads in 
the nation of this size. The rail- 
road’s capital expenditures in 1956 
were more than $90,000,000, the re- 
port says, and plans are to spend 
more than $125,000,000 in 1957. 


In CANADA 


Strouse Foresees Separate ‘Strategic’ and _ 
‘Tactical’ Sales Forces for Top Companies | 


MINNEAPOLIS, Jan. 8—Long- 
range market planning and brand 
building are going to be necessary 
if advertising and sales managers 
expect to keep up with a “high- 
velocity” economy whose gross 
product is shooting toward nearly 
$600 billion by 1965. 

In fact, said Norman Strouse, 
president of J. Walter Thompson 
Co., the day may soon come when 
major corporations will have two 
task forces—one devoting itself 
almost solely to “searching the fu- 
ture and laying plans many of 
which they may never see carried 
out during their own business 
lives’—and a second devoting its 
efforts to the competitive problems 


lof today. 


} 


The sales organization of the 
Minneapolis Star & Tribune heard 


Mr. Strouse yesterday in another | 
of his current series of talks on} 


future sales requirements in an 
economy which has already grown 


posable income without losing po- | 
sition in their share of the con- 
sumer’s dollar. He suggested these 
answers: 

1. Innovation, which “brings out 
of the research laboratories new 
and exciting products.” 

2. Personnel, “planned for well 
in advance, recruited with greater 
scientific care, trained more in- 
telligently and organized in such 
a way as to achieve the highest 
efficiency and morale.” 

3. Advertising, “harnessed stra- 
tegically to the growth plans of 
companies, building a fundamental 
asset into the corporation just as|~ 


real as plant facilities.” | of advertising. - Reluctant Client 


“This is extremely important, 
® On the last point, Mr. Strouse he said, “in that such ag ot rey Surrenders as Lady 
Luck Smiles Twice 


emphasized that today’s advertis-| brings into our business mature, 
ing must do more than “generate | sales-oriented men and women of 
a current mass market to move|a creative turn of mind to meet the 

San Dtieco, Jan. 8—A $9,000 

| publicity account went to Barnes 

Chase Co., San Diego agency, ap- 


A PLEASURE—Its first outdoor poster campaign for Pall Mall cigarets 

will be launched this month by American Tobacco Co. The six- 

month program will cover 60 markets. Sullivan, Stauffer, Colwell 
& Bayles is the agency. 


current mass production; it must|needs of current growth until we 
also build a brand franchise in fu- | have time to ‘grow our own crops’ 
ture markets to make certain that | adequately from within.” 


from $250 billion in 1948 to more 


forward investments in plant and 
/than $412 billion in 1956. 


| facilities can be amortized, and in| 
|the shortest possible time. . . 

“A brand franchise is just as| 
real to progressive management 
today as a new plant,” he asserted, | 
“and is subject to exactly the same | 
factor of obsolescense if it is not 
given constant attention.” } 

“And competitively necessary | 


31% of the sales made 


in retail stores are . Taking the food industry as an 


example of local importance, Mr. 
|Strouse found that this industry 
j|has kept pace with the economy, 
|maintaining its 25% claim on the 
consumer dollar during the post- 
war years (despite a slight decline 


made to Families reading 


THE STAR WEEKLY 
ask for information 


Neuonally Revresenien ov | 


WARD-GRIFFITH CO. 


|since 1952). 

However, the agency executive 
raised a question of how food man- 
ufacturers are going to meet the 
{future challenge of increased dis- 


|though they may be at times, let| 
us not be misled into believing that | 
|deals, price-cutting or co-op ad- 
vertising represent investments in | 
brand franchise,” he added. 


The Word-Griffith Co. maintains offices 


in all principal advertising centers 


| ® According to Mr. Strouse, oy 
ing the sales needs of 1965 will 
call for an advertising expenditure | 
of $15 billion (compared with $9 
billion in 1955). If newspapers 
manage to hold their share of ad- 
vertising investment, it will mean 
an increase in ad volume in that 
medium from $3.5 billion to $5 bil- 
lion, he said. 

As for the agency business, the | 
new marketing needs should call | 
for increasing agency personnel 
from 44,000 in 1955 to 75,000 ten 
}years later. At this point, Mr. 
| Strouse may have been doing some 
| discreet recruiting as he reminded 
his newspaper audience of “the| 
|increasing trend of conversion of 
personnel from other types of busi- 
ness and other professions to that 


national cooperative accounts, 


‘New Republic’ Dropped 
by American News Co. 

The New Republic, which has 
had newsstand sales of about 2,000 
copies each week, has been dropped 
by American News Co., New York. 
Announcing it will be available by 
mail only beginning March 4, the 
magazine said American News has 


a new policy “which emphasized | 


volume sales” and that ANC “has 
informed a number of publications 


parently because it won both in 
the flipping of a coin and the 
drawing of names out of a hat. 

The account is the San Diego 
County Don’t Waste Water Com- 
mittee. The group was formed by 
municipalities in the county to 
conduct a water conservation pro- 
gram until additional water sup- 
plies can be brought into the coun- 
ty. 

The committee called for pro- 
posals from advertising and public 


, - |relations firms and received bids 
| not edited for a mass audience that | from eight companies. 


the company can no longer afford | 
to place them on newsstands.” ® A three-man sub-committee 
Herbert Frilen, vp at ANC, told) narrowed the field to Barnes Chase 
AA that “If we can’t handle a mag~) and Phillips Ramsey Co. Then W. 
azine profitably, we drop it. He) Ray Coyle, sub-committee chair- 
refused to say how many magazines man, said his group couldn't de- 
have been dropped recently, but) cide between the two companies. 
ANC has been reviewing its list|So the executive secretary of the 


of 600 publications and has discon- 
tinued handling Army & Navy 
Journal and Army Times, among 
others. 


Daily Goes Semi-Weekly 


The Burlingame Advance Star, 
which has been a daily newspaper 
at Burlingame, Cal., for 32 years, 
is now being published twice 
weekly, starting Jan. 3. Publisher 
James A. Wood said the paper will 
be delivered Thursday and Sunday 
mornings. 


sell more cigarettes* 


Another famous name in action! Here's 
further proof that the Hankscraft motion 
engineers are able to solve motion display 
problems most effectively and economi- 
cally. Just send us a cutout dummy and 
a rough sketch — we'll equip it with a 
Hankscraft display motor that will be the 
most practical for your requirement. 
Low-cost, trouble-free Hankscraft bat- 
tery-operated display motors will add 
eyecatching motion to your display and 
run for weeks without attention. 


The hinged cover 


1240-D3) 


THE HANKSCRAFT COMPANY 


Sales Offices in these principol cities: 
CHICAGO * PHILADELPHIA * MINNEAPOLIS * NEW YORK 
DALLAS * TORONTO (Ontario) * SAN FRANCISCO 
(Erioch Lee Compony) 


HANKSCRAFT AC ANIMATION 


Our new laborotory and supply facilities 
can now give you quick and efficient serv- 
ice for AC as well os battery-operated dis- 
play motors. 


Nome 
Company 


Street Address 


/ 
Vv 


a oe ne 


"Display designed by Zipprodt, Inc., Chicago 


77 
7 


Vatu, 


Cr rame mea 


on this giant replica of a Marlboro 


package opens and closes, simulating the actual package 
action. The display is powered by a side-mounted (Model 
Hankscraft motor operating on two standard 
flashlight batteries. 


THE HANKSCRAFT COMPANY 
Reedsburg, Wis., Dept. AA-1 


Please send me FREE monvol on Hankscraft Display Motors. 


committee was instructed to flip a 
coin. Barnes Chase won. 

Mr. Coyle then told the commit- 
tee he thought Phillips Ramsey 
would do a better job. The com- 
mittee promptly referred the mat- 
ter back to Coyle’s sub-committee. 
The sub-committee went into se- 
cret session, came back and rec- 
ommended Barnes Chase. 

A reporter asked a member of 
the sub-committee how Barnes 
Chase was chosen in the secret 
session. The member replied: “It 
was easy. We drew the names out 
of a hat.” 


Fisher Mills Boosts Erzinger 
Robert L. Erzinger has been ap- 
pointed sales and advertising man- 
ager for the packaged products di- 
vision, Fisher Flouring Mills Co., 
Seattle, succeeding the late Earle 
G. Lawrence. Mr. Erzinger has 
been with Fisher since 1945. 


Franklin Ellis Promoted 


California National Productions 
Inc., New York, has promoted 
Franklin C. Ellis to the new post of 
|manager of business affairs. Mr. 
Ellis has been with the NBC sub- 
sidiary since 1953. 


Gottschaldt Names Peterson 

W. S. “Pete” Peterson has been 
appointed exec vp of Gottschaldt 
& Associates, Coral Gables, Fla. 
Mr. Peterson joined Gottschaldt in 
June. 


LYNCHBURG 


A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1954 per capita retail 
sales ($1478) were 82% higher 
than the U. S. average. 

|ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 


ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
| Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principol advertising cénters 
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Appliance Makers 
Move to Repair 
Retail Fences 


(Continued from Page 1) 
cluding governmental petitioning, 
on the part of several dealer and 
distributor trade groups, includ- 
ing the National Assn. of Appli- 
ance & Radio-TV Dealers. It’s 
probably fitting, therefore, that 
some of the appliance maker con- 
cessions will be revealed at 
NARDA’s convention next week, 
in a kind of all-industry breast- 
baring session. 

Meanwhile, some companies 
have been jumping the gun. At 
the end of the year, Westinghouse 
Electric Corp. moved to channel 
all but the largest appliance or- 
ders from builders through regu- 
lar appliance dealers, with the 
comment that the industry’s prac- 
tice in setting special rates for 


builders has been “inherently 
wrong.” 
From now on, Westinghouse 


will deal directly with builders 
only when their orders amount to: 
50 or more assorted units; 25 units 
of one product line (refrigerators, 
ranges, etc.), or 15 units in the 
case of room air conditioners. 


s Three days later, on Jan. 3, 
General Electric pulled in a final 
horn on what might have been a 
revolutionary change in the $2.8 
billion appliance servicing indus- 
try. In effect, it announced the 
abandonment of plans to establish 
factory service branches in mar- 
kets where good independent serv- 
ice was unobtainable. 

Specifically, the company shift- 
ed distribution of tv set parts back 
from factory branches to fran- 
chised distributors, and then es- 
tablished a training program for 
independent service technicians. 
It also said future national ad- 
vertising will boost the independ- 
ent service operations. 

This contrasts with a campaign 
of last year in Life and The Sat- 
urday Evening Post in which (as 
the dealers see it) GE lampooned 
their “snail’s pace” repair work, 
asked consumers to rely on “au- 
thorized GE Service for fast and 
friendly action.” 


® Yet another modification of re- 
tail policy came this week when 
Whirlpool-Seeger Corp. an- 
nounced its own restrictions on 
direct sales to builders, similar in 
outline to those of Westinghouse. 

The competition for dealer fa- 
vor continues: .At the NARDA 
convention, GE will announce a 
new “builder sales” policy, and 
Westinghouse told AA it will have 
“something to say” on independ- 
ent vs. factory servicing. Other 
companies are likely to make 
their bids, including Kelvinator, 
which right now is “watching the 
situation closely.” 

To date, the co-op advertising 
problem has been the subject of 
no pronouncements, but its turn 
is coming. Both GE and Westing- 
house are expected to offer tight- 
ened-up co-op plans at the 
NARDA meeting. 


8 An official of Whirlpool-Seeger 
told AA that company has recently 
“redone our co-op advertising,” 
though not whether the new 
scheme will be announced next 
week. In the same category is Phil- 
co, which may or may not come 
forth with its highly secret new co- 
op ad plan at the NARDA meet. 
Hotpoint Co. is planning no new 
“policy” offerings for the dealers, 
but it will offer something in the 
builder sales area—a new attempt 
to get appliance dealers to selling 
built-ins to small builders, custom 


| 


* 


wee bach’s agency; 
= advertising is handled by Paris 
f= & Peart—which uses 


rid 


DOWNTOWN 


BROADWAY AT OTH 


TRICLOPS—Woman’s Day triples 
the impact of this newspaper 


i page (left) with its dizzying 


| three-eyed, two-mouthed wom- 


an. A strikingly similar extra- 
equipped woman (below) illus- 
trated an Ohrbach’s poster three 
years ago (AA, Dec. 15, °53). 
Doyle Dane Bernbach is Ohr- 
Woman’s Day 


Doyle 
Dane as a consultant. 


will franchise dealers interested in 
built-in appliances (comparatively 
few, to date) as “custom kitchen 
specialists” advising and selling 
small builders and their customers. 

Previously, Hotpoint hasn’t had 
much success interesting dealers in 
selling built-in appliances, it said. 
But the company continues to 
think of built-ins as “the future of 
the business.” 


Pure Oil Tells FTC of 
Alabama Price Cuts 
During ‘55 Price War 


WASHINGTON, Jan. 10—Pure Oil 
Co., Chicago, told the Federal 
Trade Commission today it had to 
reduce prices in Birmingham, Ala., 
in October, 1955, because of a price 
war set off by private-brand sta- 
tions. 

The explanation was offered in 
reply to an FTC complaint charg- 
ing that Pure Oil gave its Birming- 
ham outlets a more favorable price 
than it gave other retailers in oth- 
er parts of Alabama and other 
states. 

Pure Oil said private brand sta- 
tions using salaried employes cut 
prices in an effort to increase their 
percentage of the market. 


® It contended that small inde- 
pendent business men who han- 
dled Pure Oil products would have 
been driven out of business if the 
company hesitated to reduce its 
price in the Birmingham area. 

The complaint also contended an 
agreement existed among 60 Bir- 
mingham dealers to sell at retail 
prices not exceeding the price of 
unbranded gas by more than 1¢. 

However, Pure Oil said it was 
not a party to such an agreement, 
if it existed. 


Supina Appoints Paxton 

Lea Paxton, formerly with the 
consumer products division of 
Monsanto Chemical Co., has been 
appointed publicity and fashion 
coordinator of Supina Assn. of 
America, New York, promoter of 
American-grown extra-iong staple 
cotton. 


Parry Named Partner 
Thomas W. Parry Jr. has been 
named a partner in the pr coun- 


Spector (Adman) 
Will Sell Out to 
Spector (Bishop) 


(Continued from Page 1) 
a general decline set in which ap- 
parently has not yet stopped. 
Recently it hit a low of 4%. It 
closed today at 4%. 


® In its 1955 fiscal year, the com- 
pany suffered a $460,000 net loss, 
compared with a $1,080,000 net 
profit in 1954. Sales for the fiscal 
year ending Oct. 31, 1956, have 
been estimated at around $14,000,- 
000. The company’s annual report 
will be issued shortly. 

Mr. Spector estimated his fiscal 
1956 advertising expenditure re- 
cently as $5,500,000, all billed 
through the Raymond Spector Co. 
While the agency list carries sev- 
eral other accounts for the agency 
besides Hazel Bishop Inc., none of 
them are believed to be active. 


B&B Names Sidnam Exec 
VP; Hesse Is Senior VP 

Alan Sidnam, vp of Benton & 
Bowles, New York, has been ap- 
pointed exec vp of the agency. 
Another vp, William R. Hesse, has 
been named senior vp. 

Mr. Sidnam has been with the 


William Hesse Alan Sidnam 


agency since 1945 and a vp since 
1950. Prior to joining B&B a year 
ago, Mr. Hesse was a vp and ac- 
count supervisor at Batten, Bar- 
ton, Durstine & Osborn for eight 
years. 


KROC-TV Boosts Miller 


John Z. Miller, 
KROC-TV, Rochester, Minn., some 


who joined! 


Hazel Bishop Comes 
Back in Cosmetics, 


as ‘Miss Perfemme’ 


(Continued from Page 1) 

ford papers this week, and on Jan. 
13 the Courant and Times will 
carry introductory advertising for 
the solid perfume. “Precious per- 
fume in easy-to-use ‘lipstick’ 
form,” reads a subhead. “3 times 
the lasting fragrance of world’s 
finest liquid perfumes.” Another 
sub-theme suggests: “Every time 
you use your lipstick use Per- 
femme.” 


s A test operation, the introduc- 
tory drive will run for 13 weeks in 
Hartford and will probably move 
into a second market shortly. Ad- 
vertising is concentrated entirely 
in newspapers with insertions, co- 
op included, ranging in size from 
350 to 1,600 lines. 

Miss Bishop has been working 
on Perfemme for several years. 
The product’s debut comes almost 
two vears exactly from the date 
on which she settled her misman- 
agement suit with Hazel Bishop 
Inc., Raymond Spector Co. and six 
others, for $310,000 (AA, Feb. 22, 
54). 

With that sum, Mr. Spector ac- 
quired complete control of a com- 
pany with which his initial contact 
was to serve as advertising agency. 
His promotional efforts are ac- 
knowledged as being one of the 
major reasons for the company’s 
quick rise to success. 


s When he bought Miss Bishop’s 
stock—about 8%—sales were at the 
$12,000,000 mark and profits were 
handsome. Recently, the company’s 
fortunes have not been up to par 
(for other news of Hazel Bishop 
Inc., see story on Page 1). 

By the terms of the settlement, 
Miss Bishop agreed to indicate 
clearly in the future that she had 
no connection in any way with 
Hazel Bishop Inc. Her merchandis- 
ing of Perfemme makes this crystal 
clear. 

Although the teaser ads this 
| week showed a masked picture of 
|““Miss Perfemme” (in reality Miss 


Bishop), her name was not men-| 


tioned nor will it appear in the 
introductory advertising. 


s “I want all emphasis to be on 
the name of the product,” she ‘old 
an AA reporter today. “I have 
|}made every human effort to re- 
quest that my name not be used 
in selling.” 

Miss Bishop said she considers 
|herself particularly fortunate be- 
|eause as a chemist, she was able 
to formulate Perfemme and, as a 
consumer, could react, in a senso- 
‘ry manner, to the product. 
| Perfemme had been in the hands 
of another, unnamed advertising 
agency for several months before 
moving to KFC&C. Miss Bishop 
explained that the new agency, 
which up until recently handled 
the Elizabeth Arden account, had 
a better cosmetic background than 
the previous one and she found it 
easier to get her thoughts across. 


s “I’m a chemist, my language is 
heavy, it’s pedantic. It has to get 
over to the public in the vernacu- 
lar. I had to get someone to un- 
derstand it. 

ay | think advertising 
reached the same _ stage that 
chemistry has reached,” she said. 
“You’re just not a chemist any- 
more; it’s physical chemistry, it’s 
organic chemistry.” 

So it went with agencies, she 
explained. It had to be a special- 
ist. There are a few other inves- 
tors in Perfemme Inc., though 
Miss Bishop declined to say who 
they were. Since severing her re- 
lations with Hazel Bishop Inc., 
jshe has brought out several other 


has | 


to Perfemme. 

“I’m so thrilled about this new 
product at this time, that’s all I 
want to talk about.” 


® Plaintiff in the litigation against 
Hazel Bishop Inc., which resulted 
in her bowing out of the company 
for $300,000, Miss Bishop is reluc- 
tant to talk about that portion of 
her past or the other central fig- 
ure involved, Raymond Spector. 
Concerning her thoughts about 
the two-year-old trial and its pro- 
tagonist, she said, “From the day 
I walked out of the courtroom, to 
the best of my recollection, I have 
not even passed him on the street. 
I try to use the past only to show 
me best how to use the future.” 


Nets Woo Wallace 
as ‘Nightbeat’ Lures 
Sponsors for WABD 


New York, Jan. 11—Two weeks 
after WABD began making on- 
the-air pitches to timebuyers by 
name for “Nightbeat,” the Mike 
| Wallace-emceed interview session 
was completely sold out. 

Signed to sponsor the hour pro- 
gram, which is carried Tuesday 
through Friday from 11 p.m. to 
midnight, EST, are Chase Manhat- 
tan Bank (Cunningham & Walsh), 
Vegemato (Edward Meir & Sons), 
Sealy Mattress Co. (Getschal 
|Co.), Parliament cigarets (Benton 
& Bowles), Jotto, a word game 
(Ted Bernstein Associates) and 
Flav-R straws (Ruthrauff & 
Ryan). 

The telecast reached the SRO 
status after WABD began using the 
commercial break periods on the 
show to tell such people as Tom 
Lynch of Young & Rubicam and 
Stan Hamer of Dancer-Fitzgerald- 
Sample of the Trendex survey 
which proves “what the rest of 
New York knows already—Night- 
beat’ is the most talked about 
show in town.” 

“Nightbeat” has been getting a 
good deal of publicity and word-of- 
;mouth attention because of the 
| depth and candidness of the inter- 
|views. The guests are questioned 
j}about their most unpleasant mo- 
;ments as well as their happiest 
| ones. Subjects normally considered 
too hot for tv to handle have been 
| given a frank airing on this pro- 
| gram. 


® However, the same _ buildup 
which has attracted sponsors to 
“Nightbeat” also has made its host, 
Mr. Wallace, a much sought after 
man in tv, with both ABC and 
NBC offering him contracts. 

At about the same time WABD 
was signing up a full house of 
sponsors for his show, Mr. Wallace 
reportedly agreed to switch to ABC 
as soon as he can be freed from his 
commitments to WABD. 

His agreement for the “Night- 
beat” series runs until June; his 
contract for a nightly newscast on 


the same station is up in October. 

If and when Mr. Wallace moves 
jto ABC, he will be featured in a 
| 30-minute “Nightbeat” type show 


seling company of Thomas W. Par- | time ago, has been named promo-| products in non-cosmetic fields,| once a week in a choice nighttime 
builders and home remodelers. It|ry & Associates, St. Louis. 


| tion director of the station. 


|but these have taken a backseat 


| period. 
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Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces per line; 


THE ADVERTISING MARKET PLACE 


$5.00. Cash with order. Figure all cap 


upper & lower case 40 per 


line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 
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HELP WANTED 


HELP WANTED 


SPACE SALESMAN 
Outstanding 
tion needs energetic man or woman to sell 
space. .. high commission. 

Box 9219, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 

ADMINISTRATIVE PERSONNEL 
MOLENE 
Bankers Bidg. Chicago 3. 

ADVERTISING COPYWRITERS 
Chicago loop advertising agency of 14 
people is expanding and needs junior 
copywriter who can pull his weight now. 
Permanent position with young, growing, 
successful organization. Two years adver- 
tising or sales promotion writing experi- 
ence required. ust have desire to work 
hard, be imaginative and have ability to 
write simply and factually. Will write in- | 
dustrial and consumer copy for magazines, 
newspapers, and sales promotion of all 
types. Starting 6 months salary—$80.00 
weekly, increase measured by your ability 
and contribution. Your individual growth 
potential here excellent. Opportunity for 
challenging, creative thinking in an ad- 
vertising agency which welcomes ideas, 
with clients who want them. Give full de- 
tails first letter which will be held com- 
pletely confidential. 

Box 9220, ADVERTISING AGE 

200 E. Tilinois St., Chicago 11, Illinois 
FEMALE COPYWRITER— 
RETAIL FOOD—CHICAGO 

Could you write believeable food copy di- 


rected to the homemaker? Our newspaper | 


advertising team is looking for a woman 
to put food ideas into retail food advertis- 
ing. Some background or practical experi- 


ence in Home Economics would be help- | 


ful. Salary open. All replies confidential. 
Box 9221, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 
ADVERTISING SPACE SALESMAN 
We are looking for a young aggressive 
space salesman to represent the fastest 
growing trade magazine in its field. If you 
are sold on the trade paper field and are 
looking for the right spot with a growing 
organization here is your opportunity 
Midwest territory. Salary plus insentive. 
Phone or write: Cleaning Laundry World, 
58 W. Jackson Bivd., Chgo., WEbster 9- 
Sis. 
ARTISTS—One all-round; one beginner. 
Va. city of 100,000. Ideal living conditions. 
Give experience, age, salary range 
Box 8901, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MANAGER 
4 A Mid-Atlantic agency has key position 
availability for capable and experienced 
Production Manager. Must know typog- 
raphy, printing, art and engraving. Will 
be responsible for production traffic flow 
and quality control. Salary commensurate 
with ability. Write: 
Box 9223, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


a good, high caliber 
copy and idea man 


TO . . . work on consumer, merchan- 
dising and literature copy for: 
(1) A new electronic house air filter 
(2) Electrical major appliances 
(3) Industrial heating and ventilat- 
ing equipment 


ALSO . will have opportunity to 
work on consumer and merchan- 
dising copy for such products as: 
(1) Household foil 
(2) Water heaters 
(3) Do-it-yourself items 
(4) Construction equipment 
(5) Building products 

AGENCY .. . has $3 million billing 
including a substantial amount of 
sales promotion, merchandising 
campaigns and sales literature. 
Occupies own air conditioned 
building. 

LOCATION ... . In Louisville, a pleas- 
ant and friendly place to live. 
OPERATION . . . No bull pen opera- 
tion. You will have complete copy 
authority for accounts you work 

on, responsible only to A.E. 


ACTION ... Write today giving photo, | 


complete résumé and salary re- 
quirements. 
BOX 389 
ADVERTISING AGE 


Chicago Consumer publica- | 


200 E. Illinois St., Chicago 11, Ill. | 


| Aggressive, personable advertising sales- 
man for New York territory. Growing 
publication in plant equipment field. Ex- 
cellant opportunity. Give details. 

Box 9222, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


| GROWING MINNEAPOLIS AGENCY 
HAS GOOD PRESENT, BETTER FUTURE 
for account man now controlling some 
substantial business who wants to build 
his income by added associated manpow- 
er, backed with ample capital and excel- 
lent reputation. Our staff knows about 
this adv. For interview write 
Box 9225, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SALES DIRECTOR old es- 


tablished trade magazine, ample travel, 

shirt sleeve selling, Texas based. Need 

your experience, qualifications, starting 

remuneration requisites, and availability. 
Box 9227, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
For an Advertising Salesman who Wants 
to Work like a Marketing Consultant - in 
Chicage Territory. 

Our problem is to be plausible; so every 
word of this ad has been studied. 

We need an intelligent salesman who 
can apply the most modern tools of mar- 
ket research to analyze the sales problems 
of industrial advertisers. Then convert the 
results into advertising in one of the 
country's top ten industrial magazines. All 
research data supplied by the Publisher. 

Using this strategy, our entire sales 
staff is successful. They know of this 
| opening. Man for Chicago must be mature 

but, preferably, not over 40; steady and 
hard-working; assume responsibility for 
advertisers now on contract, which assure 
| immediate high level income; and, devel- 
op new accounts in a fast-growing field of 
great potential. 
The opportunity is outstanding so man 
will be carefully selected. Send resume. 
Confidences completely respected. 

Box 9224, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EDIT@R—Long established national food 
trade magazine, published in Midwest, 
needs man who can grow into “full 
charge” editor in one year, or sooner. 
Business magazine experience or retailing 
background desirable. High level wages 
and solid future. Give qualifications, ex- 
perience, family status, etc., when writing 
0: 


Box 9226, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

CONSULTING & SPACE SALES 
Excellent opportunity for energetic, 
hard working and creative salesman with 
prestige organization. Will sell trade paper 
space and management consulting serv- 
ices. 2 to 5 years sales experience. Age 26- 
30. Degree essential. Excellent appearance. 
Cover eastern area from N.Y.C. 40% trav- 
el. $8,000-10,000 starting salary, bonus and 
expenses. Send resume, references and 
state present annual salary. Strictly con- 
fidential. NYC interviews. Testing and 
medical exam required. Position leads to 
management. 

Box 9228, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXTRAORDINARY OPPORTUNITY 
FOR FINISH ARTIST 
Excellent opportunity for experi- 
enced, ambitious artist with ability 
to render clean, crisp Comps., han- 
die all types of Finish Art, including 
some figure work - no layout 
necessary. This is a real challenge 
to the man that wants to really “go” 
and “grow” with Western iscon- 
sin’s only fully accredited Advertis- 


ing Agency. We won't quibble about 
Salary with the man that’s got the 
ability - and we'll deal you in 
on our exceptionally interesting 


Pension Plan and Profit Sharing 
Plan . for real future he right 


The door’s wide open for the right 
man - you'll enjoy eve y 
you live in this beautifui, friendly 
city of 55,000. Good working condi- 


samples 
JEFFERSON ADVERTISING AGENCY 
316 Exchange Bldg., La Crosse, Wis. 


COPY-CONTACT man wanted by 
long-established Florida agency. Age 
30-40. Man with cigar or tobacco 
and merchandising experience pre- 
ferred. Write: Newman, Lynde & 
Associates, Inc., 1628 San Marco 
Bivd., Jacksonville 7, Fla. 


POSITIONS WANTED 


POSITIONS WANTED 


MARKETING 

Staff member of major marketing & re- 
search organizatio: seeks wider horizons 
on the client’s side in N.Y. area. Six years 
experience in direct sales, sales promo- 
tion, management -onsulting & consumer 
research. Married, $8,400. Resume on re- 
quest. 

Box 9229, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ART DIRECTOR. 5 yrs on top nat’l ads- 
Blends merchandising sense with modern 
layout. Ability to direct, organize. 

Box 9057, ADVERTISING AGE 

200 E. Illinois St.. Chicago 11, Illinois 


ADVERTISING-- ALES PROMOTION 
7 yrs. hard goods experience in Sales 
Prom. & Product Adv. (media, Prod.) 
over million dollar budgets, seeks more 
challenging position with top company. 
Box 9089, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


EXPERIENCED SPACE SALESMAN 
Mature, aggressive Qualified by success- 
|ful experience and proven record seeks 
connection with established technical or 
Industrial mag. Have covered eastern, 
southern and mid west areas. 

Box 9156, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
FREE LANCE WRITER 

Promotion and research; fields—interior 
decoration, food, florist, beauty, Assn. 
act.; exp. all media; prefer magazine. 

Box 9230, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
YOUR CHANCE TO HIRE 
A SELLING COPYWRITER 

Versatile young (26) agency writer with 
proven ability to plan and write ads that 
|} sell. Wants responsible writing job on 
| consumer accounts where results count. 5 
| years of hard work and study towards this 
| goal: becoming top creative specialist in 
|resultful advertising. Eager to continue 
| learning and growing fast. College grad. 
$8-10,000. Let me hear about you, so I can 
tell you more about what I can do for 
| you. Write today, won't you? 

Box 9232, ADVERTISING AGE 
200 E. Illinois Street, Chicago 11, Illinois 


PUBLICATION SALES MANA 
Now handling 3 publications in the build- 
ing Industry, each the leader in it's field 
but going no further. Would like to con- 
nect with a reputable publication which 
can grow and which can advantagously 
use my 10 years of sales and management 
experience. Excellant provable sales rec- 
ord. 39 years old, married, college, private 
pilot’s license, New York Location. 
Box 9236, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCOUNT EXECUTIVE (AS8S8’'T) 

Ready for more responsibility as account | 
exec or ass't in topflight agency or as ad | 
mgr or ass’t in industry. 9 yrs agency exp | 
working with mfgrs, wholesalers and re- 
tailers doing contact, service, merchandis- 
ing, marketing, radio-tv production, media 
and research. Strong on merchandising | 
and client contact. Excellent coordinator 
and administrator. Good background in 
appliances, hardgoods, food. 30, married, 
BA. 


Box 9237, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
COPYWRITER 
All media. Heavy experience in drugs. 
cosmetics. Copy Chief material. 10 years. 
Excellant agency background. 
Box 9238, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Attention manufacturers, publishers, 
agencies. 
INDUSTRIAL AND AGRICULTURAL ad- 
vertising and sales promotion manager, 
now directing $500,000 all-media budget. 
Adv. major, 10 years solid mfgr. & media 
experience. Good speaker, sales dept. & 
P.R. background, aggressive hard worker. 
Box 9239, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV. MGR.—INDUSTRIAL EDITOR 
Now Ad/PR mgr for large industrial firm. 
Former ME nat’l monthly. Original writ- 
ing, editing, copy-fitting. Know typog- 
raphy, printing methods, production, cost- 
saving. Exec. ability. Idea man. Prefer 
West Coast. You set starting salary 
Box 9240, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Chemist—33 would like to break into tech- 


nical writing, adv., or sales promotion. 
| Willing to start as part-time or free-lance. 
NYC 


| Met. 
| Box 9196, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


AGENCY POSITION DESIRED 


by 


young sales executive—3l—married 
|—college background—10 yrs. successful 
experience in tangible and intangible 


sales, sales management, salesman train- 
ing, and business administration. Current- 
ly employed as Ad Sales and Public Rela- 
tions Manager for national trade publica- 
tion. Anxious to become affiliated with 
| progressive Ad Agency. Starting salary 


| grow in ad business is available. (N.Y. 
| Metropolitan Area preferred) 
Box 9231, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
CREATIVE ART DIRECTOR 
34, partial to modern layout design, 
media, well rounded exp., $11,500 plus. 
Box 9233, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MANAGER 
4A agency experienced with extensive 
background graphic arts production and 
supervision wishes to re-locate in South 
or West. Employed—available on notice. 
Box 9234, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING MERCHANDISING MGR. 
Known for outstanding marketing pro- 
grams as Adv-Sales Promotion Mgr.; Mer- 
chandising-Sales Training Mgr. sales lead- 
ing consumer, industrial, agricultural 
| mfrs. East, South, Midwest. P.O. Box 3092, 
| Chicago 54, Til. 

EXECUTIVE ASSISTANT OFFERS: 
Rough Layout-Smooth Copy-Public Rela- 
tions-Publicity-Man-Friday for Your 
| Peace of Mind! 


200 E. Illinois St., Chicago 11, Illinois 


|} unimportant if opportunity to learn and | 


Seeking a Qualified Man 
| TO OPEN YOUR MIAMI OFFICE? 
| Experienced executive currently officer 
top Miami agency available to head your | 
Miami office | 
|Excellant background and experience in | 
all phases of advertising. Can secure com- 
petent assistants. Knows the Miami mar- | 
ket. You need representation in this rap- | 
lidly growing area. 
| Box 9241, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ACCOUNT EXECUTIVE 


| Strong new bus. plans, mdsing, copy 7 
| yrs. 4A ag. ex. All media Aggressive, 


Young, Chi. 
Box 9242, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| 
| 
| 


“POWERFUL WRITER”... 

“Good idea man” Great guy to work 
with”. ..that’s what they say. Could be 
| they're right, but I'd just as soon you 
found out for yourself. I've written copy 
for 2 agencies, a newspaper and a mfgr. | 
| My sample book has a fair number of 
consumer ads, but frankly I'm heavy on 
the promotional end. And merchandising 
is no mystery to me. I'd say I'm a good, 
| solid, dependable performer, capable of 
pulling my own weight in a busy copy 
| dept. But don’t take my word for it—ask 
| for proof. 32. Univ. grad. Married. 

| Box 9243, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

DO YOU NEED MORE SALES? Creativity 
is my specialty-Particulars, ten years in 
field-ie., sales promotion, stylist, decora- 
tion and TV-Desiring position as Sales 
Promoter for furniture mfg. or studio.- 
Male, Age 3, will re-locate-resume on re- 


quest. 
Box 9244, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CHIC, COPYWRITER WANTS CHANGE! 
8 YEARS EXP.-ALL MEDIA-RESUME 
Box 9245, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED: COPY CHIEF 
DECIDEDLY CREATIVE 


If you believe you can successfully 
fill the top copy spot with an ex- 
ceptionally keen, fast-growing Chi- 
cago Advertising Agency, this ad- 
vertisement is meant for you. Here 
are things we seek: Package goods 
experience, either toiletries, food, 
or both; the ability to produce stimu- 
lating, effective ideas; forceful writ- 
ing and intelligent copy direction. 
If you can fill these requirements— 
and if you're a team worker, with 
ability to inspire others—there'’s 
a top salary for you here with un- 
bounded opportunity. Our accounts 
are leaders; our people are pros. 
Send résumé to Box 400, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
1i, Ill. Our staff knows of this ad. 


Box 9235, ADVERTISING AGE 
| 
i 
| 


Advertising Age, January 14, 1957 


REPRESENTATIVES AVAILABLE 
SPACE SAESMAN 
Advertising Space Salesman for two well 
established National Trade Publications. 
Cover Ohio, Western N.Y., and Western 
Pennsylvania. Also sell direct mail and 
addressing services. Full time preferred. 
Send resume to Box No. 9246, Advertising 
Age. 200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


Young, poised and highly creative repre- 
sentative seeks publication. Will complete- 
ly cover N.Y.C. and north east. Excellent 
producing record. Offering top agency and 
company contacts, energy and ambition. 
Box 9166, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
AVAILABLE FOR THE MICHIGAN 
AND DETROIT MARKET 
Are you satisfied with the business you 
are getting from this market? We can't 
promise the Moon but we do promise to 
make consistent PERSONAL CALLS and 
give SERVICE to you and to your ac- 
counts. We are a newly formed, though 
experienced, organization giving the type 
of service you, as a publisher, would per- 
sonally wish to render your accounts if 
you were here. . . Located in Detroit. . . 
Box 9247, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Experienced rep covering Ohio, Detroit, 
Pittsburgh, and Western N.Y. seeks one 
more established publication. 
Box 9248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


ACCOUNTING SERVICE 
Monthly Bookkeeping - Taxes 
Statements 
Miss Lee (Chicago area) WEbster 9-2781 
TO S8-T-R-E-T-C-H EXECUTIVE TIME 
and for all who work on a schedule and 
can’t afford to miss a deadline... use this 
desk-pad-size JUMBO PLANNING CAL- 
ENDAR: one 17” x 2°” sheet for each 
month with a large 2%” square box for 
each day to give you plenty of space to 
write your commitments and make notes 
. .to help you plan your time in advance. 
Also on same sheet small calendar of pre- 
ceding and following month. Supply lim- 
ited! Send $2.75 for one, $10 for five or 
$20 for a dozen JUMBO CALENDARS to 


COLORTONE PRESS, Creative Litho- 
graphers & Photo-Typographers 2412-24 
17th St., N.W., Washington 8, D.C. 


Buy saturation coverage on TV & Radio 
Giveaway shows in Los Angeles & the 
West at low cost. Film Star Endorsements 
also arranged. Write Reberts & Gail, 5880 
Hollywood Bivd, Hollywood 28, Calif. 


COPY WRITERS 
$6,000 to $25,000 


The advent of 1957 brings increas- 
ing demands for competent copy 
people. Can use dozens of men whe 
possess good backgrounds in foods 
or related packaged goods, drugs 
and cosmetics, hard lines, appli- 
ances, plus light and heavy iiue- 
trial products. Should be well 
versed in all print media, including 
collateral materials. Radio-T/V ex- 
perience helpful. Qualified men are 
invited to write in strict confidence. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
Wabash Agency 
202 S. State, Chicago 4 
WaAbash 2-5020 


PLASTICS DESIGNER 
Manufacturer of POINT-OF-PURCHASE 
displays requires FREE LANCE design 
work on VAC-FORM displays at peak 
periods. Write to 


MIRRO-PRODUCTS CO. High Point, N. C. 


ADVERTISING 
MERCHANDISING 
MAN... 


ready to accept heavy responsibility 
on either side of the fence, as 
either an ad manager or account 
executive. Currently with one of 
the top twenty agencies in the 
country. Have more than 12 years 
of experience in consumer field 
with both client and agency. Cre- 
ative chores have included every- 
thing of a Sales Promotion, Point 
of Sale, Merchandising and Adver- 
tising nature. Have worked in every 


media. Interests keep me in Chi- 
cago. Salary ... an item for dis- 
cussion. 


Box 404 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLIC RELATIONS 
ACCOUNT SUPERVISOR 
Seeking experienced and creative man to 
supervise staff working on major con- 
sumer product accounts. Age 30-35. Col- 
lege graduate. Minimum of five years 
public relations experience as account 
executive, director or assistant director 


of P.R. in consumer product firm. News- 


spot” where you can pretty 


headquartered in New York 
200 E. Illinois St. 


ADVERTISING PRODUCTION - DISPLAY MAN 
FOR LEADING ABC BUSINESS PUBLICATION 
Are you a top-notch detail man, too? If so, and you write 
a convincingly good letter and memo, here's an “inside 


Good taste is a must. Past experience in publication make- 
up would be helpful. You should be able to organize, 
delegate and most important, anticipate! 

| You'll be traveling a little—5 or 6 times a year—tending 
to business shows at our conventions. Age is not neces- 
sarily a factor although being a younger man—25 to 30— 
| You might be better qualified to make this opening your 
| stepping stone to bigger things within our organization, 
| 


Box 398, ADVERTISING AGE 


much make your own future. 


City. 
Chicago 11, Illinois 


paper experience desirable. Location Chi- 


Top Level 
ACCOUNT EXECUTIVE 
or 


CREATIVE GROUP HEAD 


This man is presently handling one 
of the largest industrial accounts in 
the country. Also has sound back- 
ground for agricultural, technical 
and other durable goods business. 
Offers that rare combination of ex- 
ecutive and creative ability—would 
be a strong addition to any agency 
Staff in either capacity. Now earn- 
ing above twenty thousand. This is 
the kind of working, producing ad- 
man that is almost never on the 
market. You may be surprised when 
you get the details. Write:— 


Box 401 ADVERTISING AGE 


cago. Please send full résumé with picture 
to: Box 403, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


200 E. Illinois St., Chicago 11, I. 


WANTE 


Topnotch opportunity with fast growing Midwest 
agency for young creative artist who is stymied at 
present and wants to move ahead. Please write fully 
in confidence. Box 396, ADVERTISING AGE, 200 
E. Illinois St.,-Chicago 11, Illinois. 


LAYOUT 
ARTIST 
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Advertising Age, January 14, 1957 


ar C director 


A Rare opportunity for an Adver- 
tising Agency or Manufacturer in 
N. Y. City to engage prominent 
Visual Communications Specialist 
to direct, supervise production of 
sales promotion materials, film 
strips, presentations, booklets, etc. 
Seeks challenging opportunity. Ad 
agency and Manufacturer exp. 


Box 399, Advertising Age 
480 Lexington Ave., N.Y. 17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LAGALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
Our 46th 
DIR. IND. MKTG. $13,500 
RESEARCH 
SLS. PROM. MGR., Furniture 
to $10M 


WOMAN WRITER, East, Agcy. 
STUDIO ART. DIR., collateral * 


$7,200 
PRODUCTION MANAGER to $7,000 
CATALOG WRITER $6,500 


GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. Div., 
110 S. Dearborn CE 6-5353 Chicago 


AVAILABLE NOW! 
INDUSTRIAL AD MAN who's reached 
the income ceiling in present agency 
spot seeks opportunity as ad man- 
ager in mechanical, chemical, hard- 
ware or electronics firm. Graduate 
engineer, ASME member. 7 years top 
experience, industrial advertising 
and related fields . . . over 4 years 
in agencies. Age 35. New England 
only. Reply to 

Box 397—-ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N.Y. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters Whee 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Cacastens 


Please write briefly outlining your 
specific experience or personnel needs. 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
| MU 9-2630 


WANTED: 


AN ABLE ASSISTANT 
AD MANAGER 


for a prominent 
national advertiser 


We are looking for a creative ad- 
vertising executive, perhaps in 
his thirties, preferably now an 
advertising manager or assistant 
in a Chicago-area firm, who is 
ready for greater responsibility, 
earnings, fringe benefits, prestige 
and opportunity than he now en- 
joys. The man who proves him- 
self on this job should soon be 
earning a five-figure salary. He 
will be a key figure in the ad- 
ministration of a $2,000,000 adver- 
tising budget in a challenging and 
competitive conmsumer product 
field, and will work directly with 
the executive heads of the firm 
and its advertising agency. He 
will also have direct responsibili- 
ty for the creation of sales pro- 
motion and collateral advertising 
material. All applications will be 
held in confidence, reviewed 
promptly and returned within 
three weeks if not acted upon. 
Please mail brief but complete 
summary of your qualification 
to’ Box 402, Advertising Age, 200 
E. Wlinois St., Chicago, Illinois. 
(Our employees know about this 
ad.) 


Persistent Merging 


to Brewery Roster 


(Continued from Page 3) 
ern New York, eastern Ohio, west- 
ern Pennsylvania; Old Dutch, in 
Ohio and Indiana, and Silver Bar, 
in Florida. 


s “Taking into consideration the 
diverse marketing areas, we have 
decided to decentralize our adver- 
tising,” said Bruce Berckmans, 
president of International. “Each 
brand will have an agency in its 
own market.” 

According to Mr. Berckmans, the 
lineup will look like this: Brooke, 
Smith, French & Dorrance, sole 
agency for International since its 
birth, will now handle Franken- 
muth, corporate advertising and 
pr. Lloyd Mansfield Co., Buffalo, 
will again be agency for Iroquois, 
a position it lost in the original 
merger. 

Southern Brewing and Old 


agencies—Henry Quednau 


Dutch. 

“It is our opinion that 
familiar with local problems,” ex- 
plained Mr. Berckmans. “It en- 
ables them to move quickly to meet 
the fast changing conditions in 


effectively with the 
brewery’s sales group.” 


Brands in New Book 


company’s first major book 
new format—an 8x11” page 
increased from the 6x9” 
used for more than six years. 

Containing 608 pages of mer- 
chandise, many in color, the new 
catalog shows a_ strong. trend 
toward nationally advertised 
brands in many lines. Aldens, for 
the first time, is supplementing its 
own brand of small appliances and 
washers and dryers with General 
Electric, Westinghouse, RCA and 
Whirlpool merchandise, and has 
added such portable tv brands as 
RCA, GE, Admiral and Traveler. 

Prices, Aldens says, are up on an 
average by a little more than 0.5%, 
although the company reports 
prices on some clothing items are 
down. 

New merchandise offerings in- 
clude men’s suits, nylon fitted tri- 
cot sheets, women’s fashions fea- 
turing Paris color and style, and a 
line of live pets, including 19 kinds 
of puppies. 


Lever Appoints Kitchell 

Charles H. Kitchell has been ap- 
pointed manager of the copy de- 
partment of Lever Bros. Co.’s pro- 
motion services division. Mr. 
Kitchell joined the copy depart- 
ment in 1951. He will be in charge 
of creative promotional copy and 
materials developed for Lever’s 
brand products and marketing di- 
| visions. 


HUMAN HEAD FOR SALE 


Perfect working order. Heavy experience 
producing successful, coordinated adver- 
tising and promotions for multi-million 
dollar package goods manufacturer. Proved 
ability in product publicity and public 
relations. This college trained head defi- 
nitely worth examination if you can offer 
growth opportunity. Write Box 405, A 
vertising Age, 480 Lexington Ave., New 
York 17, New York. 


The Midwest's ! 
outstanding placement 
service for Adv. - Art & 
allied fields. 
appointment only 
59 E. MADISON « SUITE 1417 
CHICAGO 2, ILL. 


BIRCH 
* 


frecutive 
Placement 
Counselors 


Adds Three Agencies 


Dutch will retain their present| paper advertising if the product 
Inc., | has 
Tampa, for Silver Bar and Marcus right, and if in-store promotion 
Advertising, Cleveland, for Old| follows through.” “If an advertise- 


local | 
brands should have local agencies | 


their market and to cooperate more | recognize that only a small num- 
individual ber of manufacturers have real 


Aldens Adds National °*" build up weak spots in mar- 


Cuicaco, Jan. 8—The 1957 spring | tising will have to bear a bigger 
and summer catalog being mailed | part of the selling load because of 
this week by Aldens Inc. is the| increased leisure time and because 
in a|of expanding markets. Both de- 
size,| partment stores and supermarkets 
size | will have to establish individual 


| give stores more help by supply- 


Media Must Help 
Advertisers and 
Agencies: Shelly 


(Continued from Page 2) 
azines. 

In covering his subject, “The 
Future of Advertising,” Mr. Shelly 
declared that advertising volume 
is steadily increasing. Agencies, 
he stated, are being asked by their 
clients to do a great deal more than 
plan campaigns and buy space and 
time. 

“As the volume of advertising 
increases,” he added, “agencies are 
faced with the growing need of 
making their advertisements stand 
out, be memorable.” 


s Kennard G. Keen, vp of Arndt, 
Preston, Chapin, Lamb & Keen, 
told the conference that “at the 
retail level nothing sells like news- 


newsworthiness, is priced 


'ment doesn’t carry some news, it 
certainly oughtn’t to be in a news- 
paper. Probably it shouldn’t be 
anywhere.” 

E. B. Weiss, merchandising con- 
sultant and AA columnist, declared 
that in the future ad agencies will 


national distribution. Consequent- 
| ly, they will learn how newspapers 


| keting through national advertis- 
ing. 
Mr. Weiss predicted that adver- 


| personalities through the use of 
advertising, because they have be- 


come so stereotyped, he added. 


® Richard Meyers, sales promo- 
tion manager of Snellenburgs de- 
partment store, told the Inquirer 
salesmen that newspapers have to 


ing ideas with complete sales 
packages, such as the broadcasting 
industry does. 

During the business sessions at 
the conference it was announced 
that the Inquirer has increased its 
advertising and promotion budget 
by $500,000 for 1957, to provide 
for 52-week saturation locally on 
radio and television, car cards and 
outdoor posters. The total budget 
| was not disclosed, but a spokesman 
said trade paper advertising ex- 
penditures will be up slightly. 


Tussy Stresses Brand Name 
The second half of a $2,000,000 
campaign launched by Tussy Cos- 
metiques recently wil] concentrate 
on promoting Tussy brand identifi- 
cation. In the past, Tussy, a divi- 
sion of Lehn & Fink Products 
Corp., has stressed advantages of 
| individual products in the line with 
little emphasis on the Tussy name. 
Advertising ranging in size up to 
color spreads is scheduled for mag- 
azines during the first six months 


Lefty, 
leave town 


You’re a schnook. You haven’t taken me to 
see the most exciting car in the world today 
» +. the 1957 De Soto now on display at the 
Auto Show. I’m driving it tonight at my 
De Soto-Plymouth dealers. 


(Continued from Page 2) 
“What difference does it make 
whether the dealer pays the com- 
pany directly for co-op advertising 
for each car he receives, or the 


® Ford dealers said they had heard 
nothing about speculations that 
Ford Motor Co. would adopt a new 
co-op ad plan, which presumably 
would follow moves made by GM 
and Chrysler. Ford previously an- 
nounced that during a_ closed- 
circuit tv meeting with dealers in 
February it will outline a new 
dealer contract which will be a 
definite departure from the past, 
and which the company believes 
may serve as a “guidepost for the 
industry” (AA, Jan. 7). 

Ford dealers generally blamed 
the ’56 slump on bad publicity 
from newspapers and magazines, 
and the fact that "56 models were 
little different from those in ’55. 
A Lincoln dealer told AA that 
he is selling more ’57 Lincolns than 
he is new Mercurys. “This prob- 
ably is not true throughout the 
industry, but Lincolns are moving 
much faster than Mercurys in my 
agency,” he said. 


® The picture looked particularly 
encouraging at American Motors 
Corp. A factory representative told 
AA that the company should finish 
in the black this year. The com- 
pany suffered heavy losses in 1955 
and 1956. 

“It seems as though all of our 
cars, particularly the Ramblers and 
Metropolitans, have caught on with 
the public,” he said. “At the pres- 
ent time, we can’t fill all the 
orders for Metropolitans. Sales of 
the rest of the line are brisk and 
encouraging.” 

The AMC man told AA that 
there has been no word from 
American Motors as to what the 
company will do with its co-op 
advertising agreement with deal- 
ers. An AMC spokesman previous- 
ly predicted that the entire in- 
dustry would follow GM’s example 
(AA, Jan. 7). 


of the year, in addition to a co- 
operative newspaper campaign es- 
timated to total $400,000. Grey | 
Advertising, New York, is the Tus- | 
sy agency. 


Lentheric Takes Kings Men 
Helene Curtis Industries, Chi- 
cago, has transferred marketing | 
and management of its Kings Men | 
line of tviletries to its newly ac- 
quired Lentheric division. Curtis 
bought Kings Men from “42” Prod- | 
ucts Ltd. last February. In Octo-| 
ber, it purchased Lentheric from | 


AMC dealers have nothing to 
say about how co-op ad funds are 
deployed, AA was told. Where a 
local dealer will want to advertise 
his own agency, in many cases the 
company will match his ad funds, 
AA learned. 

The AMC factory man blamed 
last year’s slump in car sales on 
over-saturation of the market. 
Sales of Ramblers last year showed 
an 11% increase over 1955, but 
sales of other AMC cars dipped 
below 1955 figures, he said. 


ALL IS FORGIVEN—DeSoto urged people to attend the Chicago Auto- 
mobile Show by running numerous two-column personal type ads 
like this one in Chicago daily newspapers. 


Optimistic Dealers, Pretty Models, Pitchmen, 
Foreign Cars Dominate Chicago Auto Show 


how co-op ad dollars would be 
spent and what media would be 
used. 

However, he said that GM’s 
move to stop assessing dealers for 


manufacturer tacks the ad allow-| co-op advertising “means nothing 
ance onto the price of the car?”|except a change in bookkeeping 
one dealer asked AA. “All that is| practices. Who cares what kind of 
involved is a bookkeeping change.” | 


an advertising setup we have as 
long as the ads bring in the busi- 
ness?” he said. 

New Packards were on display 
at the Studebaker-Packard Corp. 
exhibit. AA was told that the new 
Packards will reach dealers next 
week. S-P dealers and representa- 
tives declined to comment on the 
company’s co-op ad program. 

Chrysler dealers were enthusi- 
astic about sales. One dealer said 
he had sold more '57 Imperials in 
December than he did '56 Imperi- 
als all last year. 

“I am very satisfied with Chrys- 
ler’s advertising and also the ad- 
vertising done by the [auto] agen- 
cy I work for,” one salesman told 
AA. “I sold 41 cars last month. 
Salesmen who work for agencies 
that do little or no advertising 
usually sell about 15 or 16 cars a 
month.” 


® Foreign cars are receiving a 
goodly share of attention at the 
show. A total of 15 foreign manu- 
facturers—a record number—had 
exhibit space this year, as com- 
pared with only three last year. 

The foreign car makers repre- 
sented included Hillman, Sunbeam, 
Singer, Humber, Jaguar, Arnolt- 
Bristol, Austin, Austin-Healey, 
Bristol, MG, Morris, Volkswagen, 
Citroen, Renault and Volvo. 

Veteran observers noted that the 
current show featured more models 
(girls), pitchmen (radio an- 
nouncers) and moving displays 
than ever before. A show spokes- 
man estimated that there were 150 
girls and announcers working in 
several shifts pointing out the vari- 
ous features of the cars. 

Numerous cars were parked on 
moving or rotating platforms. In- 
direct lighting in exhibits was 
used effectively. A Ford exhibit 
featured a real stream, picnic 
tables, grass and other props de- 
picting leisure living. “Showman- 
ship was really accentuated at this 
show,” one observer commented. 

“Dream” cars, which were fairly 
common at the ‘56 show, were 
scarce as hen’s teeth this year. The 
“Impala,” a Chevrolet experimen- 
tal model family-type sedan with 
some sports car features, was the 
only “dream” car in sight. 


Schroeder Opens PR Company 
Carl Schroeder, formerly west- 
ern manager of Dell Publishing 


Co., has opened his own public re- 
jlations company at 9935 Santa 


Olin Mathieson Chemical Corp.|# A Chevrolet dealer told AA that| Monica Blvd., Beverly Hills. His 


Edward H. Weiss & Co., Chicago,| in the past year, local Chevy deal-| first client is the Golden Bull chain 


lis the Kings Men agency. 


‘ers have had more to say about! of seven restaurants. 
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Amana Hits CBS’ 
Discount Dealing 
on Phil Silvers 


(Continued from Page 1) 

from tv, George C. Foerstner, Am- 
ana’s exec vp, told a press gather- 
ing here last night that the com- 
pany was more than slightly 
annoyed to learn that R. J. Rey- 
nolds Co. (Camels), alternate-week 
sponsor of the show, was getting a 
20% discount on the time cost that 
Amana did not receive. 

Amana’s average weekly gross 
cost for the show was $46,527.50, 
minus a 5% discount, while R. J. 
Reynolds paid $46,557.75, minus a 
25% discount, according to CBS 
figures released by the House anti- 
trust subcommittee last November. 

Mr. Foerstner said Amana is still 
talking about this with CBS offi- 
cials, but finds itself unable to ac- 
cept CBS’ explanation that Rey- 
nolds rated the added discount 
because of its heavier purchases of 
CBS-TV time. 


s “We're both buying exactly the 
same product,” Mr. Foerstner told 
ADVERTISING AGE, “so what differ- 
ence does it make how much more 
time either one of us buys?” 

CBS-TV executives’ only com- 
ment on the matter was that “CBS- 
TV advertisers can earn discounts 
on terms and conditions set forth 
in CBS-TV’s published rate cards 

. These terms and conditions are 
applied uniformly to all CBS-TV 
advertisers.” 

“Despite Mr. Foerstner’s state- 
ment,” one CBS spokesman added 
tartly, “the Phil Silvers program 
continues to be one of the most 
popular on tv. Such astute adver- 
tisers as R. J. Reynolds, J. B. Wil- 
liams Co. and Procter & Gamble 
immediately purchased the alter- 
nate-week periods relinquished by 
Amana.” 

J. B. Williams Co. (J. Walter 
Thompson Co.) is backing two Jan- 
uary telecasts and one February 
telecast vacated by Amana. As of 
Feb. 26, Procter & Gamble (Leo 
Burnett Co.) will take over as al- 
ternate backer of the Phil Silvers 
show. R. J. Reynolds Co. (William 
Esty Co.) will continue as the 
other alternate sponsor. 


® Discount problems aside, the 
major reason Amana is taking a 
vacation from tv is a combination 
of the cost burden plus doubts 
about tv’s effectiveness as a med- 
ium after the Christmas holidays, 
Mr. Foerstner said. 

Cost-wise, he said, Amana’s tv 
expenditures before it left the Phil 
Silvers show “were mounting up 
to an average of about $275,000 a 
month.” Amana’s total tv expendi- 
ture was about $3,000,000 in 1956, 
Mr. Foerstner said, and constituted 
the lion’s share of its total adver- 
tising budget of about $4,000,000. 

The other angle to Amana’s 
temporary pull-out from tv, he 
said, was that tv ratings convinced 
the company that tv audiences in 
the winter, particularly in the post- 
holiday season, were largely repeat 
audiences that decreased the value 
of the coverage during that period. 
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PUPPET PUSH—F riskies dog food has 


mark from any Friskies product. 
“Burns & Allen” 


al and local publications. Shown 


unlimbered its “biggest advertis- 


ing drive in history” to kick off 1957. A feature of the promotion is 
a dog and cat puppet offer—for 50¢ each plus the puphead trade- 


The offer will be pushed on the 


and “Annie Oakley” tv shows as well as in nation- 


here is a store display demon- 


strated by Al Honold (left), advertising manager for Friskies, and 

John Juneman, both of Carnation Co. Friskies is a product of Albers 

Milling Co., a Carnation subsidiary. Erwin, Wasey & Co., Los An- 
geles, is the agency. 


greater share of the company’s ad 
budget, he said, and the magazine 
schedule also will be expanded. 
Amana’s insertion pace will be 
stepped up in American Home, Bet- 
ter Homes & Gardens, Life, Look, 
McCall’s and The Saturday Even- 
ing Post. In addition, Ladies’ Home 
Journal will begin to carry Amana 
ads this spring. 

MacFarland, Aveyard & Co., 
Chicago, is Amana’s agency. 


MPA Seeks Ways to 
Sell Agencies That 
Magazines Are Sound 


New York, Jan. 10—Discussions 
aimed at how to go about convinc- 
ing agencies that the magazine in- 
dustry is sound—despite the sus- 
pensions of American, Collier’s, 
Woman’s Home Companion and 
Town Journal—took up some of 
the time of the board of directors 
of the Magazine Publishers Assn. 
here yesterday. 

The board was told, among other 
things, that salesmen for competing 
media are telling agency people 
and advertisers that other maga- 
zines are on the verge of folding. 

Robert Kenyon, MPA president, 
said today that the board was tak- 
ing up the problem of just what 
should be done in the way of per- 
sonal and mail presentations to 
convince Madison Ave. that mag- 
azines are sound. 

Mr. Kenyon said also that he is 
looking for someone to handle pub- 
licity and public relations for the 
MPA and edit a newsletter which 
will be published monthly, at the 
beginning, and perhaps twice a 


® Amana’s future tv plans are un- 


month thereafter. Dudley, Ander- 
|son & Yutzy handled MPA pr until 
| Dec. 31. 


certain, Mr. Foerstner said, but he} 


didn’t think it likely that the com- 


pany would return to the medium | 


before the fall. An exception to 
this, he said, would be if any ve- 
hicle developed that looked partic- 
ularly inviting to Amana’s adver- 
tising approach. 

Benefactors of Amana’s respite 
from tv will be print media. Amana 
has been wanting to increase its 
newspaper and magazine advertis- 
ing anyway, Mr. Foerstner said, 
and it is now able to do so. 


Newspapers will get a considerably | 


|= The board, said Mr. Kenyon, also 
discussed the Better Business Bu- 
reau’s “concern” about unethical 
|practices in field selling and has 
indicated to Central Registry its 
desire they be eliminated. 

Possible merger of the MPA with 
the Magazine Advertising Bureau 
and the Publishers Information 
Bureau, said Mr. Kenyon, “is one 
of many things that might be con- 
sidered.” He added, however, that 
he has not made up his mind on 
the efficacy of such a move. 


Harelson, Barnes Join Grey 

James K. Harelson and Hilda 
Barnes have joined Grey Advertis- 
ing Agency, New York. Mr. Harel- 
son, formerly with Paul H. Raymer 
Co., Chicago, is a television pro- 
ducer. Miss Barnes, formerly with 
W. R. Simmons & Associates, has 
been appointed a project director 
in the marketing and research de- 
partment. 


(Continued from Page 1) 
usual slow trip through Congress. 

A few weeks ago there were pre- 
dictions that a rate bill would be 
rocketed through the House with 
only bobtailed hearings. 


# But so many members of the 
House post office committee seized 
oportunities to advance to more de- 
sirable committees that the com- 
mittee chairman, Rep. Tom Murray 
(D., Tenn.), will have to start from 
scratch in “educating” nearly half 
of the committee membership. 

A somewhat similar situation has 
developed in the Senate, where 
Sen. Olin Johnston (D., S.C.) shows 
no signs of plunging into considera- 
tion of a rate bill. 

When Congress adjourned last 
summer he said the postal rate 
problem would be the top priority 
item of his committee when it re- 
turned. Now it is understood that 
Senator Johnston is drafting a pol- 
icy statement regarding rate mak- 
ing policy, and that he is going to 
take the position that the rate bill 
itself should mark time until the 
policy is decided. 


s Among the House members who 
took advantage of seniority in or- 
der to advance to more important 
committee posts is Rep. John Moss 
(D., Cal.), who spearheaded the 
opposition to the administration 
rate bill last year, and fought for 
a postal policy statement defining 
the subsidies which Congress wants 
to provide through the Post Office. 

In all, seven of the 14 Democrats 
on the House post office committee 
will be freshmen. Two of the seven 
Democrats and two of the six Re- 
publicans on the Senate committee 
will be newcomers. 


® Some additional insight into the 
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Eisenhower Barely Touches on Postal 
Rate Hike in State of Union Message 


administration’s position on postal 
matters is anticipated from the 
budget message which goes to Con- 
gress next Wednesday. 

In that message the President is 
expected to indicate an intention 
to press for rate increases to cover 
a substantial percentage of the de- 
partment’s deficit. 

With total federal spending due 
to edge close to the $72 billion mark 
in the next fiscal year, the postal 
increases will be regarded as one 
of the actions which must be taken 
to provide sufficient budget surplus 
to allow for reduction in income 
taxes. 

While the department has con- 
ceded that some deficit can be re- 
garded as a proper expense of gov- 
ernment in view of the various 
subsidies which are provided by 
the Post Office, the deficit has been 
spiraling back toward the $500,- 
000,000 mark this year, and may be 
headed for $600,000,000 in the year 
ahead. Meanwhile there is talk of 
still another round of pay increases 
for postal workers, and there are 
applications pending for higher 
freight rates which would add 
$100,000,000 to the department’s 
transportation bill. 


Bufferin Is Not 
‘Macy's Own,’ B-M 


Says in Lawsuit 


New York, Jan. 10—Bristol- 
Myers Co. filed suit against R. H. 
Macy & Co. today charging that 
the department store had been di- 
verting drug sales from Bufferin 
to a Macy product “through false 
and deceptive statements.” 

Filed in U.S. district court and 
seeking an injunction and damages 
of $270,000, the complaint states 


Current 


Dragnet (Chesterfield, NBC) 


ow@OnNO WA WN — 


— 


Counter-Spy (Participating, MBS) 


3 Amos ‘n 


Mal thoalet 


Young Dr. 


(M 


shales. 


Our Gal Sunday (M 


Henry J. Taylor (General Motors, NBC) 


Great Gildersleeve (Participating, NBC) 
People Are Funny (Participating, NBC) 
Cavalcade of Sports (Gillette, NBC) 
Telephone Hour (Bell Telephone, NBC) 
Official Detective (Participating, Mutual) 
News from NBC (Brown & Williamson, Tves., 8:30 p.m.) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGAMS) 
News of the World (Miles Labs., NBC) 
Lowell Thomas (Delco Batteries, CBS) 
* Andy Music Hall (Brown & Williamson, CBS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
Helen Trent (Carter, first half, Mon. & Wed., CBS) 
, second half, second week, CBS) 
Young Dr. Malone (Toni, first half, Wed. & Fri., CBS) 
Helen Trent (Toni, first half, Tues. & Thurs. 


Nielsen Radio 
Two Weeks Ending Dec. 8, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


, CBS) 


Helen Trent (Ex-Lax, first half, Fri. 


ow@ano wea WN 


— 


Jack Benny Christmas Show (CBS) 


1 
2 
3 
* Number of homes reached is based on 
total U.S. radio homes. 


Gunsmoke (Liggett & Myers, CBS) 


ing one minute or more ore included. 


Ma Perkins (Lipton, first half, first week, CBS) 
, CBS) 
Helen Trent (Mentholatum, second half, Tues. & Thurs., second week, CBS) 
Our Gal Sunday (Colgate, first half, CBS) 
Backstage Wife (Standard Brands, second half, Tues.-Wed.-Fri., 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


d half, Fri., second week, CBS) 


CBS) .... 


Woolworth Hour (F. W. Woolworth Co., CBS) 
Robert Trout—News (Chevrolet, 10, CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
USC vs. Notre Dame Football Game (CBS) 


Allan Jackson—News (Chevrolet, 10, CBS) 


47,615,000, the estimated September, 1956, 


+ Homes reached during all or any part of the program, except for homes listening 
only one to five minutes. For a program of less than 10-minute duration, homes listen- 


1,762 
1,762 | favorable acceptance by the public 
1,667 | and enjoys many million dollars in 
1,667 
1,667 
1619 
1619 
1,571 


(429) | + - 
1,619 
1,333 
1,000 


that Macy’s has been claiming that 
its buffered aspirin is the same 
thing as Bufferin, that it has been 
called, among other names, “Macy’s 
own Bufferin,” and that purchasers 
of the Macy product who are dis- 
satisfied with it may be prejudiced 
against Bufferin because of the 


Homes*| Macy claims that both are the 

Rank Program (000) | Same. 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (619)|__ The complaint goes on to say that 
Gunsmoke (Liggett & Myers, Sum., CBS) .......ccccccccccsccsscscsessevececeveccarsvensees 1428 Bristol-Myers and Macy’s agreed 


in writing in 1954 that Macy’s 
would give no “hindrance or ob- 
struction” to any customers asking 
for B-M’s Bufferin. 


® But it is charged that Macy’s 
has not accorded point of sale and 
counter display space to Bufferin 
which is “comparable to that given 
by it to competing products” and 
that the store “in a great number of 
instances successfully” dissuaded 
customers from purchasing Buf- 
ferin. 

Commenting on the suit, E. 
Lloyd Bernegger, executive vp of 
the Bristol-Myers products divi- 
sion, stated: 

“Bufferin has won spectacularly 


sales. The name is not generic. Buf- 
ferin is a brand name owned solely 
by this company. 

“Because of Bufferin’s success, 
Macy’s is claiming that its product 
has the same formula as Bufferin. 
. We will not stand idly by and 
allow anyone to deceive the public 
into believing that Macy’s or any 
other product is the same as 
Bufferin.” 

The department store has 20 days 
to reply to the complaint. 


Alamac Buys L. & L. Textile 
Alamac Knitting Mills, New 
York, has bought the L. & L. Tex- 
tile Co., Indian Orchard, Mass., a 
carding and blending plant, for the 
production of its Furalla fabrics. 
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Donnelley Buys 
C-C Print Plant 
for $4,000,000 


‘Companion’ Subs Will Go 
to ‘McCall's’ or ‘LHJ’; 
Decision Coming Monday 


New York, Jan. 11—Crowell- 
Collier announced late today the 
sale of its Springfield, O., printing 
plant—“buildings and equipment” 
—to R. R. Donnelley & Sons Co. for 
a “net price of approximately 
$4,000,000.” 

The move will be made in view 
of the suspension of all Crowell- 
Collier magazines—American, Col- 
lier’s and Woman’s Home Compan- 
ion. 

The sale to Donnelley, commer- 
cial printer, means that Donnelley 
will use the equipment “in connec- 
tion with its expansion program, 
announced at the time of its public 
stock offering last June,” the an- 
nouncement said. 

Donnelley, which has headquar- 
ters in Chicago, does not “contem- 
plate printing operations in Spring- 
field but will retain the buildings 
to facilitate the orderly removal of 
the equipment to Chicago.” 

Crowell-Collier’s profitable book 
publishing operation—encyclope- 
dias and other books—is conducted 
through the printing facilities of 
Rand McNally. 


8 Meanwhile, Woman’s Home 
Companion  subscriptions—as of 
this afternoon unassigned—are ex- 
pected to go on Monday to either 
the Curtis Publishing Co. (Ladies’ 
Home Journal) or the McCall Corp. 
(McCall’s). Announcement should 
be made some time Monday on 
which company will take over 
Woman’s Home Companion sub- 
scriptions. 

Crowell-Collier officials earlier 
said that its former advertising, ed- 
itorial and clerical employes will 
get a partial severance payment. 
Employes with more than one 
year’s service will get two weeks’ 


READY—Kraft Foods Co. is using 
this page in Sunday supplements, 
Jan. 27, as a starter in a nation- 
wide campaign for its reconsti- 
tuted orange juice (AA, Aug. 15, 
55). Tv also will be used. J. Wal- 
ter Thompson Co., Chicago is the 
agency. 


ward L. Elliott, president, who was 
to have been the initial witness at 
the Jan. 7 hearing, reported “a 
conflicting engagement which 
made him unavailable to appear 
and testify on that date.” In addi- 
tion, counsel for Elliott & Co. said 
that illness made it “unable pro- 
perly to prepare for the hearing.” 


® Another former Crowell-Collier 
property, its famed annual auto- 
motive survey, is going over to 
Look. The Cowles magazine will 
sponsor and direct the survey in 
1957. Look said it has engaged Al- 
fred Politz Research Inc. to handle 
survey research and has hired 
R. A. Robinson, formerly research 
director of Crowell-Collier and top 
man on the auto study. Mr. Robin- 
son will have active charge of the 
project under Wallace Wegge, re- 
search chief for Cowles Magazines 
Inc. 

The most recent C-C auto sur- 
| vey, handled by W. R. Simmons & 
commen was released last No- 


vember. It forecast car sales of 
about 5,200,000 in 1957. Crowell- 
| Collier predicted sales of 5,480,000 
| new cars during 1956. 


pay, said Paul Smith, president,| = Curtis Publishing Co. today an- 
and employes with less time than | nounced it has come up with some- 
that will get one week’s pay. About | thing else that belonged to Collier’s. 
$1,000,000 will be paid, eventually, | Beginning Jan. 21 Curtis will place 
to former employes, according to|ads announcing that the Feb. 9 
Mr. Smith. Saturday Evening Post will carry 

An employes’ committee, mean-| the third and final instalment of 
while, indicated dissatisfaction | the Luke Short serial that Collier’s 
with the settlement and indicated! began but never finished because 
it will continue “efforts to make ajof its suspension. The serial was 
just and equitable fina] settlement | titled “Doom Cliff.” 
of employe claims.’ The employes’ The final instalment of the se- 
group indicated it was “in favor of | rial was purchased by Curtis from 
a terminal settlement similar to the |C-C with the approval of author 
one management made when the) Short. 

American folded last August.” Meanwhile, ex-Crowell-Collier 

That severance, it was said,|employes were being welcomed by 
called for a week’s salary for each| new bosses. Time Inc. announced 
six months service, up to a maxi-|two additions to the Time sales 
mum payment of 26 weeks. |staff and three to Life’s. 

Joining Time were Charles E. 
s Meanwhile, in Washington the| Hartshorn Jr., formerly New Eng- 
Securities & Exchange Commis-/|land manager for Woman’s Home 
sion announced a second postpone- |Companion, and Albert G. Wat- 
ment in. its public investigation of|kins, formerly with the Collier’s 
the sale of debentures by Crowell-| sales staff in Philadelphia. 
Collier. 

The hearing, set for yesterday|@ Life has added Walter Reichart, 
(Jan. 10), was postponed till Mon-|formerly New York advertising 
day, Jan. 14, on request of counsel manager of Collier’s; Jacques Meg- 
for the publishing company and/roz, formerly with Collier’s sales 
because President Smith, sched-|in New York, and Eugene D. Mur- 
uled to be the first witness, “would | phy, last with Collier’s in Wiscon- 
not be available because of an ur-| sin. 
gent meeting of the company’s Five former Collier’s men have 
executive committee scheduled for | joined the Look sales staff. They 
Jan. 10 preliminary to an import-|are Jack Bryner, formerly adver- 
ant special meeting of its board of | tising manager; Joseph Delone Jr., 
directors the next day.” formerly Philadelphia advertising 

manager; Bert Halperin, previous- 
® The announcement that came/ly of the New York sales staff, 
out of these meetings was that the |and Richard J. McCarthy Jr., for- 
Donnelley company had purchased | merly on Collier’s staff in Detroit. 
the C-C printing plant. | Lawrence I. Miller, who had been 

Originally, the SEC hearing was | direct mail executive for Collier’s 
postponed from Jan. 7 to Jan. 10| and Companion, has joined the cir- 
at the request of Elliott & Co. Ed-| culation division of Hearst Maga- 


Last Minute News Flashes 


Magazine Ad Revenue Hit Record $723,500,000 in ‘56 

New York, Jan. 11—The Magazine Advertising Bureau announced 
today that total advertising volume of general magazines and national 
farm magazines reached a record high of $723,500,000 in 1956, an 
increase of $66,200,000 (or 10.1%) over 1955 for the same magazines. 
Magazines carried 87,830 pages of advertising in 1956, up 4% over 
1955’s 84,484 pages, according to MAB. These figures cover 100 general 


magazines and national farm magazines reported in Publishers In- 


formation Bureau service, and contain no projection for non-measured 
magazines. 


Campbell Soup Plans Comeback in British Market 


Lonvon, Jan. 11—Campbell Soup Co. is reported to be planning a 
comeback in the British market and negotiating for factory space in 
Britain, with production to start in about two years. Campbell con- 
firmed that exploratory talks are now going on in Britain. When 
Campbell soups were imported from the U. S. before World War II 
advertising was handled here by McCann-Erickson Advertising Ltd. 
However, McCann’s London office recently acquired another major 
soup account—Nestle’s Knorr products. 


Fuller & Smith & Ross Will Open Pittsburgh Office 


New York, Jan. 11—Fuller & Smith & Ross will open an office in 
Pittsburgh this spring with John McKiven, vp of the agency’s Cleve- 
land office, in charge of the new facilities. The new office will provide 
localized agency services to several accounts in the Pittsburgh region, 
including Aluminum Co. of America, Westinghouse Corp. and Mellon 
National Bank & Trust Co. 


‘Chicago Tribune’ ‘56 Ad Revenue Hits $70,000,000 

Cuicaco, Jan. 11—The Chicago Tribune’s advertising revenue for 
1956 was $70,000,000—an 11% gain over 1955’s $63,000,000, top officials 
announced yesterday at an advertising department convention. This 
figure, it was said, is the largest dollar volume of advertising ever 
placed in a single newspaper in one year. In a year-end review the 
Tribune Co. also revealed that it and its subsidiaries now have more 
than 13,500 employes. 


Borden Names Lennen & Newell for New Product 


New York, Jan. 11—Borden Food Products Co., which turns out such 
products as Starlac and instant coffee, has named Lennen & Newell to 
work on plans and marketing for a new, unnamed product. 


Weco Names Henri, Hurst for New Denture Product 


Cuicaco, Jan. 11—Weco Products Co., manufacturer of Dr. West’s 
toothbrushes, has named Henri, Hurst & McDonald to handle advertis- 
ing of a new denture product. Magazines, newspapers, professional 
journals and local radio will be used. 


G. H. P. Cigar Screening Eight or Nine Agencies 


New York, Jan. 11—Eight or nine agencies are being considered by 
G. H. P. Cigar Co. to handle its E] Producto and La Palina cigars. The 
company, a Consolidated Cigar Corp. subsidiary, recently moved the 
account out of Norman, Craig & Kummel. Current billing runs just 
over $1,000,000. 


Van Akin Leaves Hickerson, Joins F&S&R 


New York, Jan. 11—Lewis G. Van Akin, formerly exec vp of J. M. 
Hickerson Inc., and before that vp and secretary of Anderson & Cairns, 
has joined the New York office of Fuller & Smith & Ross. 


Gray to Get Reynolds Ad Post; Other Late News 


e Howard Gray will become advertising manager of R. J. Reynolds 
Tobacco Co. Feb. 1. He succeeds W. T. Smither, head of the depart- 
ment since 1937, who is retiring. Mr. Gray, formerly assistant ad man- 
ager, has been with the company since 1948. 


e Real Gold Co., Redlands, Cal., producer of citrus concentrates, vin- 
egar and Betsy Ross grape juice, has appointed Hixson & Jorgensen, 
Los Angeles, to handle its advertising. Newspapers, magazines and ra- 
dio will be used in the U. S., Canada, Sweden and Denmark. Barnes- 


Chase Co., Los Angeles, formerly handled the account. 


zines. 

Martin H. Hummel Jr., formerly 
promotion director of Crowell-Col- 
lier, has joined McCall’s as general 
promotion manager. Frederick V. 
Bronner, formerly promotion and 
merchandising director of Woman’s 
Home Companion, has been named 
promotion director of McCall’s. 

John Leckie, formerly on the 
sales staff of the Companion, has 
been named advertising director of 
Baby Post, New York, a monthly 
magazine for expectant and new 
mothers. (For news of other 
Crowell-Collier personnel who 
have obtained new positions, see 
story on Page 3.) 


Klein Industries to Morgan 

Paul Klein Industries, Holly- 
wood, has appointed Raymond R. 
Morgan Co., Hollywood, to handle 
its line of Formula 42 shampoo and 
allied products. First promotion 
scheduled to break early this year 
will launch the new 42 Beauty 
Salon shampoo, featuring the 


shampoo in a new beauty salon 
| size at a special introductory price. 
Slogan for the year will be “Watch 
42 in 57.” 


‘Hearst Promotes 


| 


Becker, Nicholas 
and Archibald 


New York, Jan. 11—Edward D. 
Becker, publisher of the Pittsburgh 
Sun-Telegraph, has been named 
general manager of the Hillbro 
newspaper printing division of 
Hearst Publishing Co., which prints 
and publishes the Los Angeles Ex- 
aminer and Herald-Express. He 
will assume his duties Jan. 21. 

At the same time, Fred I. Archi- 
bald, publisher of the Baltimore 
News-Post and Sunday American, 
will assume, in addition to his 
present duties, the post of regional 
publisher of the Pittsburgh Sun- 
Telegraph. 

Mr. Archibald named Alan G. 
Nicholas as assistant publisher of 
the Pittsburgh Sun-Telegraph. Mr. 
Nicholas has been assistant pub- 
lisher of the San Antonio Light, 
and previously was advertising 
director under Mr. Archibald at the 


June Havoc Given 
Green Light to Sue 
Antell and Agency 


New York, Jan. 10—June Havoc, 
screen star, got a green light yes- 
terday from the state supreme 
court to proceed with her $1,900,- 
500 damage suit against Charles 
Antell Inc., hair preparations man- 
ufacturer, and its agency, Dowd, 
Redfield & Johnstone, for alleged 
misuse of a tv commercial film she 
made for Spray Net, an Antell 
product. 

Justice Vincent A. Lupiano 
denied a motion for a stay of the 
action. 

In her complaint, Miss Havoc 
pleads several separate causes of 
action. She asks for recovery of 
$500 for making the film, which 
money she claims she never re- 
ceived. 

The film was made in December, 
1953, and she alleges its use was 
restricted to Massachusetts for 
showing once weekly only for 13 
weeks ending April 7, 1954. 


® In addition, she asks for $200,- 
000 as fair and reasonable value to 
her for further use of the film in 
various states between April 7, 
1954 and May 23, 1956, date of the 
commencement of the action. 

She also asks for another $200,- 
000 and punitive damages of $150,- 
000 for conversion of her property 
rights in connection with the film; 
compensatory damages of $250,000 
and punitive damages of $150,000, 
in each case double, for unfair 
trading and competition with her 
in respect to her property rights, 
and for impairment of her estab- 
lished name and professional rep- 
utation, and additional compensa- 
tory damages of $200,000 and 
punitive damages of $150,000 for 
invasion of her civil rights. 

Defendants sought to stay the 
action on the grounds that both 
plaintiff and defendants were 
bound by provisions of the Screen 
Actors Guild contract for filmed 
commercials which provides for 
arbitration of disputes. The $500 
for making the film, defendants 
claim, was paid to Miss Havoc 
through her agent, Murray Rosen- 
blum, of Atticas-Wirth Produc- 
tions. 


® Miss Havoc asserts she never 
received this money, that she made 
her contract orally, which was 
later confirmed by letter from her 
agent, and that she made the film 
as an independent contractor, not 
as a member of the SAG. 

Justice Lupiano in denying the 
motion to stay found that the pa- 
pers not only failed to support 
contentions for arbitration pro- 
ceedings but that there was factual 
proof to the contrary. The case 
will now be placed on the calendar 
for trial. 

Attorneys for Miss Havoc are 
Fitelson & Mayers; for Antell, So- 
colow, Stein & Seton. 


WESLEY J. LOVEMAN 

New York, Jan. 9—Wesley J. 
Loveman, 46, vp and art director 
of Geyer Advertising, died at 
North Shore Hospital, Manhasset, 
Long Island, yesterday. He had 
been ill for some time with a heart 
ailment. 

Born in Brooklyn and a gradu- 
ate of Pratt Institute, Mr. Love- 
man began his career with Tower 
Magazines, where he was an art 
director. Later he went with 
Charles Dallas Reach Co., Brown 
& Tarcher and Brown & Thomas. 
He joined Geyer in 1940. 


|Norman Danoft Moves 
Baltimore News-Post. Prior to that | 


Norman Danoff 


Advertising, 


he was general manager of the| Philadelphia, has moved to new 
|offices at 401 N. Broad St. 


| News-Journal, Mansfield, O. 
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(Continued from Page 3) 
the company also finds that a 
wealth of ad copy for 57 can be 
gleaned from the winning entries 
in this offbeat contest. 


s “No, don’t call it offbeat,” pro- 
tests Jane Trahey, director of 425 
Advertising Associates, which han- 
dies Kayser advertising. “It’s on- 
beat. It just depends on who is 
tapping his foot.” And she has 
stacks of letters to prove there’s an 
impressive number of people keep- 
ing perfect time with Kayser. 

The consensus seems to be, as 
one man from Marblehead, Mass., 
was moved to write: “The most 
original and piquant contest I have 
ever seen. Congratulations to the 
people that thought up the idea and 
the wit (or wits) in Kayser that 
promoted it.” 

Along with such paeans of praise, 
these 3,000 entrants submitted some 
15,000 prankish puns which made 
jest of just about every topic under 
the sun. Here are a few of the typ- 
ical jeu de mots: 


e Lady Winifred Necessity made 
history when she became the moth- 
er of Invention. 


e Maisie Day made history by 
mixing the first Milltini (gin, ver- 
mouth and a Milltown). 


e The Candle sisters made history 
every time they went out. 


e Mass F. Hysteria made history 
when Confidential sued her. 


e The Pfenning sisters made his- 
tory when their ships came in load- 
ed with a drug on the market. 


e Camille Camisole made history 
by discovering a cure for infectious 
laughter. 


The contest rules requested only 
that entrants name each lady, tell 
what each had invented or created, 
and mail the entry blanks to “Miss 
Aldrich” at Kayser. The contest- 
ants, however, proved to be choos- 
ey gamesters who also wrote ex- 
plicit directions about which prizes 
they would deign to win—including 
the man who crossed out all the 
prizes and said, “Send Miss Al- 
drich.” 


s Most of the contestants longed 
for the champagne, although the 
lingerie and the nylon stockings 
were the prizes the men coveted. 

As one Monrovia, Cal., rhymster 
explained: “The wine would be 
dandy and money’s so handy, but 
I'd like to surprise her with Luxite- 
by-Kayser.” 

Another man wrote hopefully, 
“If only we could win the prize of 
stockings or lingerie perhaps I 
could see my wife in a skirt again.” 

Another entrant stipulated: “I 
return to South Africa today, so 
for obvious reasons some of your 
prizes will not mean much to me. 
Except perhaps the $300 on the 
couch—anyone could use that. 

“If my scribble gets anything, let 
it be stockings, but please do not 
ship to S. Africa until I get my 
wife’s footsize and color—and the 
import license.” 


s The offer of a trial psychoanal- 
ysis brought a horrified gasp from 
a New York analyst who protested 
“most emphatically against such an 


Kayser's ‘History-Making’ Contest 
Really Gave It a Run for Its Money 


thought of it.”’) 

This stern remonstration also 
raised the question of just which 
psychoanalyst Kayser would pat- 
ronize. As a matter of fact, Kayser 
is furnishing only the $300 check; 
the winner chooses her own analyst 
and couch. 

The psychiatric field also proved 
a fertile one for the punsters who 
submitted such Freudian responses 
as “Helen Blot made history when 
she invented the Rorschach couch 
for people who like to lie in a pool 
of ink while being psychoana- 
lyzed.” 

But probably the favorite subject 
of all was the martini, as witness 
this inebriated selection: 


e Misses Daisy and Daphne Mc- 
Adoo made history when they ac- 
cidentally rinsed out a vermouth 
bottle with gin. 


e Willomena Mildew made history 
when she originated giving green 
stamps with three martinis. 


e Baroness Slenderella Funfbei- 
fung made history by discovering 
that drei martinis before lunch 
make lunch unnecessary. 


e Henrietta Schemolgenyer was 
the first lady oil well driller to be a 
successful failure. Never found oil 
... just dry martini artesian wells. 


s Advertising slogans proved to 
be grist for the mill too—like the 
lady who discovered where the 
yellow went, and the one who first 
dreamed in a Maidenform bra. 
And one New York adman 


1,000 Tokens and Freud 

New York, Jan. 9—Mrs. Helen 
Van Slyke, promotion director of 
Glamour, has her transportation 
problems solved now that she’s 
won 1,000 subway tokens in Kay- 
ser’s recent “history making” con- 
test. 

As for the trial psychoanalysis, 
that was won by Mrs. Ruth F. 
Burnham of Life. She’s secretary 
to Ruth Fowler, assistant to the 
publisher. 


couldn’t resist submitting: ‘Miss 
Madison Avenue made history 
when she proved it pays to adver- 
tise.” 


® Judging from the flood of late 
entries, this contest held enormous 
attraction for lackadaisical, pro- 
crastinating types who rationalized, 
“In view of the whole format of 
this contest, I’m sure that being 
late won't disqualify my entry,” as 
one deadline-misser phrased it. 
And their tardiness excuses were 
just as fanciful as their entries. As 
one latecomer argued: “What with 
the world situation, the rain, the 


drunken mailman, the world situa- 
tion, the washed-out bridge, no 
stores selling stamps on Sunday 
and the world situation. . .” 


® Kayser, however, maintained a 
straight-laced we-must-play-by- 
the-rules attitude and heaped all 
the late entries in one forgotten 
corner—even ignoring this plea 
from Los Angeles: 

“All right so I didn’t get my 
entry in on time. Besides they have 
been postmarking everything a lit- 


irresponsible offer.” 


tle wrong lately, and how do you 


“I believe,” the letter contended, | expect an old lady with weak eyes 
“that you render a great disservice|to read that wee type. I spent so 
to the public by offering six trial) much time thinking on your con- 


treatments to presumably normal | test (?) I just couldn’t throw away | 
people as a sort of special treat}my work. That's like telling a} 


comparable to a hit show or a mag- | mother not to bother with bearing 
num of champagne. I do not think |her child because it wouldn’t ar- 
that you would conceive of the idea | rive on time. You just can’t do that 
to offer, let us say, a ‘trial abdom- to creative genius. 


inal operation’.” (“‘Well,” says Miss 


“Please Miss Aldrich (dear Miss 


one mail pickup on Sunday, my | 


Felzer 


Russ Felzer, assistant director of 


choanalysis, just stockings. If you 
can’t see your way clear to send me 
100 pairs, at least send some pairs 
—one pair? Please don’t let an old 
lady’s legs get cold this winter. Re- 
member you had a mother once.” 


® The contest seemed to have no 
age limits. One late entry even 
came from an 8% year old. 
(“That’s a little frightening,”’ Miss 
Trahey admits.) This youngest en- 
trant sent in such discerning en- 
tries as “Miss Minerva made his- 
tory when she invented that the 
boy should treat the girl.” 

As the contest ad specified, the 
entries were put in the hands of a 
“group of prejudiced advertising 
experts” (the staff of 425 Adver- 
tising Associates) for a screening 
job (“This took hours and hours’’). 

For the final selection and 
awarding of prizes, a jury of ce- 
lebrities was called in, including 
Margaret Cousins, Good House- 
keeping editor; Henry Morgan, 
radio-tvy comedian; Nathan Man- 
delbaum, a Playboy editor; Mar- 
garet Lipton, Metropolitan Opera 
mezzo-contralto; Charles James, 
dress designer; Eli Wallach, who 
plays the Sicilian villain in “Baby 
Doll,” and Charles Holman, from 
the cast of “No Time for Ser- 
geants.” 

And what about next year? Will 
Kayser again make history with 
another contest? “There must be an 
easier way,” sighs Miss Trahey. 


Lipton Appoints Nickel, 
McMahon and McMenamy 

O. J. Nickel has been appointed 
general advertising manager, W. 
F. McMahon, general sales man- 
ager, and E. L. McMenamy, assist- 
ant general sales manager, of 
Thomas J. Lipton Inc., Hoboken, 


O. J. Nickel W. F. McMahon 


N.J. Mr. Nickel joined Lipton in 
1950 as assistant advertising direc- 
tor, retaining that title until his 
present promotion. 

Mr. McMahon joined Lipton’s 
western division in 1936 as a sales- 
man. He was brought to Hoboken 
in 1951 as general field supervisor 
and in December, 1954, was named 
assistant general sales manager. 
Mr. McMenamy became a member 
of the sales staff of the New Eng- 
land division in 1940. He was 
| transferred to Hoboken in 1952 and 
jin 1955 was named general field 
supervisor. 


Loudon Resigns Wasco 


| Boston, has resigned as the agency 
|for Wasco Products Inc., Cam- 


Trahey, “I just might have, if I| Aldrich) really I don’t need psy-' bridge, Mass. 


Trahey 
HISTORY MAKERS—Pictured at the judging of Kayser’s “Wags & Wits” 
contest are Jane Trahey, director of 425 Advertising Associates; 


Cousins 


Kayser sales, and Margaret Cou- 


sins, Good Housekeeping editor and one of the judges. 


Is It a Beer? 
Is It a Coke? 
No, It's ‘Sassy’ 


(Continued from Page 2) 
olives, is acquired, according to 
Mr. Johnson, and not enough peo- 
ple have been acquiring the taste 
for beer. “Per capita consumption 
has been dropping for years and 
despite a growing population, the 
industry’s peak production in 
1947 has never been equaled,” he 
declared. 

He said the answer lies in giv- 
ing the public something that it 
wants. 


s The various flavors now being 
produced are blends of several 
beers and contain hops as well as 
other flavoring, Mr. Johnson 
stated. Collins is tart, cola is sweet 
and punch is in-between. 

Shelf life is in excess of a year, 
he added. 

Test marketing carried on in 
Chicago and elsewhere last sum- 
mer was very successful, he said. 
Taste tests showed that the major- 
ity of persons enjoyed the bever- 
age and over 70% of women ap- 
proved the taste. 

The new product is packaged in 
a 7-oz green glass throw-away 
bottle, shaped like a miniature 
bowling pin. There are four bot- 
tles to the carrier pack, and the 
suggested retail price is 98¢. The 
package is clearly marked “not 
to be sold to minors.” 


s Weber is now distributing 
Sassy in Illinois and Iowa, as well 
as Wisconsin. Until other brewer- 
ies have been franchised for re- 
gional production and distribution, 
it will supply distributors through- 
out the U.S. 

Weber, which has breweries in 
Burlington, Wis., as well as here, 
expects to exceed 2,000 barrels a 
week for the immediate Wisconsin, 
Illinois and Iowa use, with output 
eventually reaching 250,000 bar- 
rels for the three states. 


Miehle Sales Show 18% Rise 

Miehle Printing Press & Mfg. 
Co. has reported 1956 fiscal year 
sales of $40,822,950, an increase of 
|18% over the 1955 sales of $34,- 
423,479. Net earnings for the fiscal 
year ending Oct. 31 were $3,034,- 
881, an increase of 51% over the 
1955 net of $1,995,177. The figures 
are the combined totals of Miehle 
and Dexter Folder Co., which was 
merged into the parent company 
in September, 1956. 


‘Playboy’ Moves N.Y. Office 
The New York offices of Play- 


Henry A. Loudon Advertising, | 


boy have been moved to 598 Mad- 
ison Ave. Also at the new head- 
quarters are the editorial, art and 


production departments of Trump,| 


Playboy’s new magazine. 
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Dairy Field Won't 
Participate in Print 
Fisticuffs, ADA Says 


Cuicaco, Jan. 9—Although the 
American Dairy Assn. is very dis- 
turbed over reports that dietary 
fatty foods contribute to heart 
disease (AA, Dec. 3, Dec. 10, ’56), 
“the association will not, in the 
best interest of the dairy industry, 
indulge in any name calling or 
battling in public headlines.” 

The ADA’s position in the fatty 
foods wrangle was disclosed in a 
four-page letter mailed to all mem- 
bers of the association. 

ADA took an official stand fol- 
lowing recent articles in Time and 
The Saturday Evening Post which 
linked fatty foods with heart dis- 
ease. Among the foods mentioned 
in the articles as having high fat 
content were whole milk, cream 
and ice cream. 

The articles caused a furor in 
certain segments of the food field, 
and the American Meat Institute 
announced that it would run a 
series of ads in medical journals in 
defense of meat. Other food groups 
declined to comment on the arti- 
cles. 


a “We reemphasize the points in 
the AMA Journal article—the facts 
today do not warrant any decrease 
in dairy foods consumption except 
where specifically recommended 
by competent medical authorities, 
usually for reasons that may not 
be connected with heart dieseases,” 
the ADA said in its letter. 

The ADA announced that it is 
conducting eight research projects 
in which all the components of 
milk are being studied, and that 
additional projects are being con- 
sidered for the immediate future. 

Although the dairy group will 
run no special ads in defense of 
milk and dairy products, the ADA 
will continue to tell a positive milk 
story and strengthen consumer ad- 
vertising in this direction, a 
spokesman told AA. 

“We do not believe that we 
should attempt to promote butter- 
fat in milk at the expense of other 
food fats because of the current 
lack of knowledge about fats in 
the diet,” the letter read. “Also, 
defending one type of fat at the 
expense of other kinds will do in- 
jury to all dietary fats since the 
public does not take time to make 
fine distinctions among the fats.” 


® Pointing out that the U.S. De- 
partment of Agriculture last month 
recommended at least two cups of 
milk or milk products daily, and 
more for children and pregnant 
and nursing mothers, the ADA 
said: 

“We are proceeding with full 
confidence that milk, which has 
long been recognized as nature’s 
most nearly perfect food, will con- 
tinue to enjoy the same reputation 
in the years ahead. Nothing that 
has been reported from any re- 
search laboratory to date indicates 
any basis for any change in this 
attitude. 

“We recognize that there is only 
one solution to the whole problem 
of what causes heart diseases, and 
that is more research,” the letter 
said. 


Geyer Appoints Happ 

Lewis H. Happ, formerly senior 
space buyer, has been appointed 
media director of Geyer Advertis- 
ing, New York. Before joining 
Geyer in 1954, Mr. Happ was me- 
dia supervisor at Batten, Barton, 
Durstine & Osborn. 


King Joins Walsh Agency 
George H. King has joined 

George F. Walsh Advertising 

Agency, Vineland, N.J., as an ac- 


count executive. Mr. King former- 
ly was a regional sales promotion 
representative for Westinghouse 
‘Electric Corp. 
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Meet the ENTHUSIACTIVE ones... 


All prospects are good—but what is it that makes some of your prospects better than others? 

More money? Sure. Younger families? Maybe, yes. Pace-setters in their neighborhoods? Of course. 

And chances are that all these qualities, plus enthusiasm and activity, would make a cream-of-the-crop 
clientele well worth your special attention. 

For some people never stand still. They buy—they improve—they talk and recommend. They have the urge to 
compete, with each other and just for the fun of competing—for new things and better things and more things. 
They’re what we call the enthusiactive ones. They’re the active ingredient of a totally new mid-century America. 

Which is why, of course, they’ve gone lock, stock and barrel for SPORTS ILLUSTRATED, the first successful 
new weekly in 20 years. For SPORTS ILLUSTRATED bespeaks this enthusiactive friendly-competitive way of life. 


And as the perfect marriage of idea and audience, SPORTS ILLUSTRATED has carried more pages of advertising in 
a second year of publishing than has any other weekly. . 


SPORTS ILLUSTRATED 


Now nearly 700,000 enthusiactive families weekly 
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Represented by Sawyer Ferguson Walker 
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